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At Advertising Assn. of West... 


Are You Ready for Bigger Boom? 
BBDO's Rindlaub Asks Westerners 


Notre Dame Dean Finds 
Many Ads Monotonous, 
Undignified, Untruthful 


PORTLAND, ORE., June 30—West- 
ern admen and adwomen heard a 
lot this week about what the fu- 
ture may hold for them and their 
chosen profession. 

Gathered in this “City of Roses” 
for their 52nd annual convention, 
members of the Advertising Assn. 
of the West listened to prominent 
speakers from across the nation 
paint—appropriately—a generally 
rosy picture of advertising’s fu- 
ture. 

Perhaps the brightest hues— 
and certainly the most vigorous 
strokes—were applied by Jean 
Wade Rindlaub, dynamic v.p. of 
Batten, Barton, Durstine & Osborn, 
New York. 

Mrs. Rindlaub peppered a jam- 
packed luncheon audience with a 
drum-fire of statistics culled from 
the 20th Century Fund’s new re- 
port, “America’s Needs & Re- 
sources,” and asked her listeners 
if they were “ready for the boom.” 


® “Are you ready for the boom 
in population—47,000,000 house- 
holds now; 52,000,000 by 1960?” 
she asked. “Are you ready for the 
boom in spending? By 1960, U.S. 
consumers will be spending 24.1% 
more than in 1950. Some of the 
biggest jumps will be in luxury 
items. The nation’s food bill will 
be up—more processed foods, 
more packaged foods and people 
eating out more often.” 


Burnett Gets Maytag, 
Loses Harvester 
to Aubrey, Finlay 


Cuicaco, July 1—Leo Burnett 
Co. has been appointed to handle 
advertising for Maytag Co., New- 
ton, Ia., succeeding McCann- 
Erickson. 

At the same time, International 
Harvester Co., Chicago, announced 
that it will reassign the industrial 
and refrigeration accounts which 
Burnett has handled for it. Aubrey, 
Finlay, Marley & Hodgson, Chi- 
cago, has been named to handle 
industrial power advertising on 
crawler tractors and earth-moving 
equipment, starting immediately. 


ad 


® Harvester also will announce 
shortly the appointment of a new 
agency to handle its refrigeration 
advertising—which would conflict 
with the Maytag account. 

McCann-Erickson, which held 
the Maytag account for 17 years, 
lost it on a similar conflict (AA, 
April 4) when it signed to handle 
the Westinghouse consumer ac- 
count. 

Aubrey, Finlay already handles 
the farm tractors and farm equip- 
ment segments of International 
Harvester. Other agencies for Har- 
vester are Young & Rubicam (mo- 
tor trucks) and McCann-Erick- 
son (institutional). 


Mrs. Rindlaub urged her lis- 
teners to read the statistics and to 
picture the people. “That’s the 
key to understanding new fron- 
tiers, in our business or any other 
—read all the figures you can find. 


But think of them in terms of ‘ ba 


people,” she said. 
The BBDO executive traced 


many other areas in which cur-|} 


rent and continuing boom condi- 
tions offer wide opportunities to 
advertising: education, tv audi- 
ences, children—50% more in 
school in 1960 than in 1950—trav- 
el, culture, etc. 


® Stressing again the importance 
of people, she said, “Remember 
that, come what may, people don’t 
change. They still want love and 
health and money and work and 
fun. They want more fun these 
days, the depth men say, than 
they have ever wanted before. 
“So give them a little fun when 
you can,” she advised. “And don’t 
be too heavy handed in your ad- 
vertising...Speak to your cus- 
(Continued on Page 38) 


Garfinkle Heads 
American News, 
Plans ‘Expansion’ 


NEw York, June 28—Henry Gar- 
finkle, onetime newsboy at the 
Staten Island ferry terminal, has 
been named president and a direc- 
tor of the American News Co., 
largest distributor of magazines 
and other publications in the U. S. 

Head of a group of stockholders 
who set up a committee in March 
to investigate what it termed the 
company’s “unnecessarily poor 
showing,” Mr. Garfinkle succeeds 
Percy D. O’Connell, who has head- 
ed the organization since 1947. Mr. 
O’Connell will continue to serve 
as chairman of the board and con- 
sultant. 

After a three-month stock buy- 
ing operation, the group acquired 
a reported 250,000 of the 843,000 
shares of outstanding stock, giving 
it effective working control. At the 
same time, Mr. Garfinkle and his 
associates acquired control of 
American’s wholly-owned subsidi- 
ary, Union News Co. 


® The new president, who is also 
a director of United Board & Car- 
ton Corp. and of the Greater Bos- 
ton Finance Corp., said the keynote 
of his policy would be expansion 
and that it would be his aim “to 
preserve the existing strength and 
organization of the corporation and 
its subsidiaries.” 

Since December, 1953, American 
Home, Field & Stream and the four 
magazines of Time Inc., have left 
the distributing company. The or- 
ganization’s sales dropped from 
$202,399,533 in 1952 to $179,092,110 
last year, with a resultant shrink- 
age of net income from $2,685,289 

(Continued on Page 4) 


Braniff makes the difference! 
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DIFFERENCE—Braniff International 
Airways’ agency, R. J. Potts-Cal- 
kins & Holden, Kansas City, went 
back to the 1800s for photographs 
to illustrate its new ad series in 
travel agent magazines. Humor 
highlights the theme: “Braniff 
makes the difference.” In this ad, 
suitor asks “...and shall we elope 
via Braniff?” Girl answers, “Yes, 
Father doesn’t fly.” 


2,000 Clothing, 
Textile Men Pledge 
Backing in Drive 

New York, June 29—Nearly 
2,000 clothing industry executives 
attending a $15 a plate dinner here 
last night pledged support to a pro- 
posed multi-million dollar promo- 
tional campaign for the clothing 
industry to be undertaken by the 
American Institute of Men’s & 
Boys’ Wear. 

Willard W. Cole, president of 
Henry C. Lytton & Co., Chicago 
clothing retailer, is president of 
the institute, which was incorpo- 
rated in May, 1955, in Delaware, to 


sponsor a consumer educational 
program for the industry. 


® The initial goal is to raise $5,- 
500,000 this summer as a fund for 
an 18-months campaign sched- 
uled to start this fall (AA, March 
21). All forms of advertising and 
public relations will be used. 
Batten, Barton, Durstine & Os- 
born has been selected as the ad- 
vertising agency and Public Rela- 
tions Management Corp. has been 
(Continued on Page 48) 


= |\‘Atter Ideas the Rest Is Plumbing’ ... 


at J]. Walter 


Norman Strouse, New 


: JWT Chiet, Entered 


Ad Business at 18 


Detroit, June 30—It would be 
only consistent that the man who 
takes over the command of the 
advertising legions of J. Walter 
Thompson Co. upon the retire- 
ment of Stanley Resor should be 
as serious and as restrained a 
modern major general as his pred- 
ecessor. 

J. Walter Thompson’s new pres- 
ident is both. At 48, he has been 
with the agency 26 years—nearly 
70% of his working lifetime. In 
those 26 years (including four in 
military service) he has beat his 
way across the U.S., from San 
Francisco, where he was a JWT 
space buyer in 1929, to Detroit, 
where he headed operations for 
the agency’s biggest client—Ford 
—and at last to New York. 


® Chosen from among the agency’s 
84 v.p.s, one of whom Mr. Resor’s 


Norman Strouse 


successor presumably would have 
had to be, he actually will serve 
as the key man in a four-man high 
command of the agency, with Mr. 
Resor, elevated to the board 
chairmanship, and two vice-chair- 
men, Henry C. Flower and Samuel 
W. Meek. 

Mr. Strouse, as befits a man 
who became a Thompson v.p. be- 

(Continued on Page 45) 


merged companies. 


New York City. 


(Additional News Flashes on Page 49) 


Last Minute News Flashes 


Chesebrough-Pond’s Names Managers 


New York, July 1—Chesebrough-Pond’s, recently merged (see ad- 
joining story), has named Charles S. M. Quigley its export advertising 
manager, and Eugene Reilly domestic advertising manager for Vase- 
line brand products. Albert B. Richardson, recently named v.p. in charge 
of advertising, succeeds Basil Emery, formerly v.p. in charge of sales 
and advertising for the domestic and export branches of Chesebrough. 
Mr. Emery has been elected v.p. and assistant to the president of the 


Anti-Trust Replies Postponed to Aug. 5 


New York, July 1—All defendants In the anti-trust suit filed by the 
Department of Justice have been granted continuances until Aug. 5 to 
file individual answers. The legal action, which hits at the agency 
recognition system and “restraint of trade in advertising,” was slapped | 
on the American Newspaper Publishers Assn., American Assn. of Ad-| brough-Pond’s. 
vertising Agencies, Associated Business Publications, Periodical Pub- 
lishers Assn., Agricultural Publishers Assn. and Publishers Assn. of 


Strouse Replaces Resor 


Thompson 


In Resor’s 39 Years, JWT 
Grew from $3,000,000 
to $200,000,000 Volume 


NEw Yorx, June 30—After 39 
years as president of J. Walter 
Thompson Co., Stanley Resor yes- 
terday became chairman of the 
board of the world’s biggest ad- 
vertising agency. Stepping into his 
place as president was a one time 
newspaper space salesman, Nor- 
man H. Strouse, most recently v.p. 
and manager of the agency’s De- 
troit office. Mr. Strouse will be 49 
in November. 

Also moving up to form a new 
top echelon at Thompson were two 
v.p.s, Henry C. Flower Jr. and 
Samuel W. Meek, who were 
elected by the board of directors 
as vice-chairmen of the agency. 

In an interview with ADVERTISING 
AcE, Mr. Resor said the moves re- 
sulted from the fact that 1955 will 
be the biggest year in the agency’s 
history, and “I wanted additional 
officers to share the burden with 
me.” 

Mr. Resor, who said he has had 
his eye on Mr. Strouse for 26 years, 
stressed the “team” aspect of the 
new JWT setup. He also referred 
to the necessity, at 76, of making 
plans for the future operation of 
the company. But it was clear 
that the man who had run JWT 
for four decades would still be 
active in its management, 


= In a memo to agency employes 


“ explaining the move, Mr. Resor 


said in part: 
“The opportunities for our com- 
pany are greater than they ever 


™ |have been. Marketing in its broad 


sense, including not only the con- 
tinuing development of products, 
but the entire field of distribution 
and education of the public, obvi- 
(Continued on Page 8) 


Chesebrough, Pond 
Merge; Agency 
Setup Continues 


New York, June 29—Merger of 
Pond’s Extract Co., producer of 
Pond’s creams and cosmetics, and 
Chesebrough Mfg. Co., maker of 
Vaseline brand products, became 
effective today. The new company 
is known as Chesebrough-Pond’s 
Inc. 

Arthur B. Richardson, Chese- 
brough president, becomes board 
chairman of the new company; 
Clifford M. Baker, Pond’s former 
chairman, becomes vice-chairman 
of the new board, which is made 
up of the former directors of the 
predecessor companies. Jerome A. 
Straka, former executive v.p. of 
Chesebrough is president of the 
new organization, and Lloyd V. 
Young, former president of Pond’s, 
becomes senior v.p. of Chese- 


No change in the advertising 
agency set-up will be made, Al- 
bert B. Richardson, former adver- 
(Continued on Page 4) 
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Canaday Returns to Agency He Founded 
as Ewell & Thurber Becomes U. S. Ad Corp. 


Cuicaco, June 29—Behind the 
reorganization and name change 
of Ewell & Thurber Associates to 
U.S. Advertising Corp. on July 
1 (AA, June 27) lie the dreams 
and aspirations of two veteran ad- 
men. 

They are Ward Canaday, who 
founded the agency in 1921 under 
the name U.S. Advertising Corp. 
and who becomes board chairman, 
and C. E. (Tex) Rickerd, who be- 
comes president of the agency. 

They have bought control of the 
agency from the two partners, 
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Cc. E. Rickerd 


James Ewell and Hal Thurber, 
who will no longer be connected 
with the agency. 

Mr. Canaday’s role in the agen- 
cy will be inactive. His sole in- 
terest is to see the agency he 
founded so many years ago rise 
to its old glory when it employed 
over 400 people and handled such 
blue-chip accounts as Champion 
Spark Plug, Argus Camera, Form- 
fit Co., Minneapolis-Honeywell Co. 
and others. 


® The 70-year-old Mr. Canaday 
is also interested in reentering the 
advertising business for sentimen- 
tal reasons. 

“IT began as an advertising man, 
and I want to die as one,” he tells 
friends. 


$500,000 Push Backs 
‘New’ Freezerless 
Crosley Refrigerator 


CINCINNATI, June 28—Crosley 
has taken out what used to be the 
something “new” in refrigerators 
—a freezer compartment—to cre- 
ate its “new” Shelvador 100 re- 
frigerator. A mid-summer $500,000 
advertising and sales promotion 
campaign will be used to push the 
new Shelvador. 

The drive will be aimed at con- 
sumers who own or are planning to 
buy a freezer. According to Donald 
B. Smith, director of advertising 
and sales promotion for the Cros- 
ley & Bendix home appliances di- 
vision, Avco Mfg. Corp., a survey 
indicated that 51% of present 
freezer-owning homemakers do 
not need a freezer compartment in 
the next refrigerator they buy. 


® Ads will run during July and 
August in American Home, Better 
Homes & Gardens, Household, 
Life, Progressive Farmer, The 
Saturday Evening Post, Success- 
ful Farming, Sunset Magazine and 
Town Journal, 

Commercials will also plug the 
refrigerator on the “Douglas Ed- 
wards with the News” show over 
CBS-TV during these months. 

Earle Ludgin & Co., Chicago, is 
handling the advertising. 

The refrigerator will have a sug- 


gested list price of $349.95. Except / 
for a small compartment across the | 


top, in which five trays of ice 
cubes can be frozen simultaneous- 
ly, it will be exclusively a fresh 
food storage appliance. It has been 
styled as a matching companion to 
the Crosley 11 cu. ft. upright 
freezer. 


© |CBS and, later, being the first 
* sponsor of CBS-TV’s pioneering 
“Omnibus.” 

. | when tying in the low-priced Wil- 
> \lys cars with such high-brow en- 
5|\tertainment paid off in sales for 


|= Mr. Rickerd, in whom Mr. Can- 


For Mr. Canaday has also made 
his mark in the automobile world. 
In 1936, when Willys-Overland 
went into receivership, and fol- 
lowing the death of John North 
Willys, Mr. Canaday took over 
the helm of the company and very 
shortly had it back on its finan- 
cial feet. At that time, he with- 
drew from active participation in 
the agency, which continued to 
handle the Willys account. 

During his regime, which last- 
ed until 1953, when Willys was 
sold to Kaiser-Frazer Corp. for a 
reported $62,300,000, he startled 
the automobile world with some 
unorthodox but profitable promo- 
tions. Among these was the Wil- 
lys sponsorship of the New York 
Philharmonic Symphony over 


Many people were surprised 


\the company. 


aday places his enthusiastic faith, 
comes well prepared to handle his 
role. He began in the advertising 
department of Chevrolet, where he 
became assistant ad manager in 
1920. From 1924 to 1934, he was | 
advertising director of Standard | 
Accident Insurance Co. In 1934) 
he formed his own agency in De- 
troit. 

“I am probably the only agency 

(Continued on Page 43) 


‘Life’ Will Combine 


Last Two ‘55 Issues 


New York, June 28—Life to- 
day confirmed reports that it will 
combine its last two issues of the 
year into one special issue de- 
voted entirely to Christianity. 

Current schedule calls for about 
120 editorial pages, 40% in color. 
The issue, to be dated Dec. 26, will 
sell for 35¢ and will be on sale for 
two weeks. It will appear on news- 
stands Dec. 22. 

Advertising rates will not be 
changed. In a letter to agencies, 
Andrew Heiskell, Life publisher, 
said: 

“It has never been Life’s policy 
or practice to solicit or sell our 
advertising space on the basis of 
any particular issue. Nor do we 
suggest that an insertion in this 
special number would be any 
more effective than an ad in any 
other issue of Life in the course 
of the year. However, we felt that 
you would be particularly inter- 
ested in knowing about this ambi- 
tious project well in advance of 
publication.” 


CROSLEY toor the frevaer chest out 
so you can put 
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100% REFRIGERATOR—Ads like this, 
with the theme “Crosley took the 
freezer chest out...so you can 
put an extra bushel of food in!” 
will be used for Crosley’s new 
Shelvador 100. 
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EYE-DIPPER—Prospect of a spread embellished with editorial matter 


een ane ee 


which “constantly dips the eye into the ad” led Studebaker division 

of Studebaker-Packard Corp. to this new format. First such full- 

color half spread will appear as shown in the July 22 Collier’s. 
Doing the dipping will be eight columns of letters-to-the-editor. 


Fair Trade Campaign Was Good Investment 
Despite Loss of 680 Dealers—Sheaffer 


Cuicaco, June 29—W. A. Sheaf- 
fer Pen Co., Fort Madison, Ia., 
fired two barrels at its mortal en- 
emies, the discounters, today. 

At a sales meeting here it intro- 
duced a new popular-priced cart- 
ridge fountain pen designed for 
top-of-the-counter selling. 

At a concurrent press conference 
Walter A. Sheaffer II, president, 
and Harvey Whidden, sales mana- 
ger of the company, announced 
that their year-old campaign for 
fair trade pricing has been “a 
good investment” in spite of the 
dropping of hundreds of dealers. 


ws Sheaffer’s all-out fair trade 
campaign, begun in January, 1954, 
“has reduced illegal price cutting 
of our merchandise to a trickle, 
has contributed to a substantial 
sales increase over the previous 


National Newspaper 
Volume May Hit 
$650,000,000 in ‘55 


New York, June 28—National 
newspaper advertising, which made 
a somewhat disappointing show- 
ing in 1954, is currently running at 
an alltime record rate of $650,- 
000,000 a year, according to the 
Bureau of Advertising, American 
Newspaper Publishers Assn. 

The $650,000,000 figure, if main- 
tained to year’s end, would repre- 
sent a gain of almost $49,000,000 
over the highest year on record, 
1953, when the total take was put 
at $601,200,000. Last year, national 
advertisers spent only $594,120,000 
in newspapers. 

Harold S. Barnes, Bureau di- 
rector, said national advertising 
showed the highest five-month 
figures in history; general (nation- 
al other than automotive) had its 
best May; and automotive showed 
better than any previous month 
on record. 

On a May, 1955, versus May, 
1954, basis, the figures show: Na- 
tional up 11.4%; automotive up 
26.3%; retail up 8.3%; total dis- 
play was up 9.2%; classified rose 
16.6%; and total advertising gained 
11%. Five-month total for national 
was 8.1% better than the same 
period last year; automotive was 
improved by 20.7%. 


annual high and has gained solid 
support from our dealers,” Mr. 
Whidden said. He cited these fig- 
ures: 

1. The Sheaffer campaign has 
cost the company $1,000,000 in the 
past year. In that time, it has 
stricken 680 dealers off its lists 
and started legal proceedings 
against 397. 

2. In spite of closing off so 
many retail outlets, Sheaffer end- 
ed its fiscal year Feb. 28 with a 
record $27,360,000 in sales—7.6% 
better than the high set in the 
previous year. 

Mr. Sheaffer emphasized the 
price spread across which Sheaf- 
fer’s fair trade line has been 
stretched. ‘“‘We have a wider range 
of products and of prices—from 
$1.95 up—than any other writing 
instrument company. All are fair 
traded,” he said. 


e According to Mr. Whidden, 
the new Fineline cartridge-filled 
pen—priced at $2.95—will be 
marketed at the same outlets as 
Sheaffer traditionally serves: sta- 
tioners, department stores, pen 
shops, jewelers and drug stores. 
Asked about the possibility of 
Sheaffer’s going into food stores, 
he commented: 

“We're standing on our estab- 

(Continued on Page 42) 


WDSU-TV Sets Color 
Clinics for Admen 


NEw ORLEANS, June 29—Start- 
ing July 7 WDSU-TV will hold a 
series of weekly color television 
clinics for advertisers and agen- 
cies. 

Robert D. Swezey, general man- 
ager of the station, will schedule 
the meetings in such a way that 
a single sponsor and his agency 
will have a two to three-hour 
session to themselves. This will 


give them ample time to see dem-| 
onstrations of their product on) 


color film, color slides and “live” 
colorvision. 

WDSU-TV has been telecasting 
network color shows since last 


July, but its studio for originating | # 
tint programs was not completed | # 
until April of this year. The sta-|® 
tion now carries a regular weekly |’ 


schedule of live colorcasts. 


Newspaper Advertising Linage 
May, 1955 
Media Records Report for 52 Cities 
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Car Ads Ignore 
Women, Kids, Says 
“McCall's’ Gillies 


Detroit, June 28—Trouble with 
automobile advertising, it uses 
women as so much “window trim- 
ming. It ignores children at a 
time when the U. S. is smack in 
the middle of a baby boom. And, 
maybe worst of all, it’s 90% man- 
talk.” 

That’s the verdict of Mary Da- 
vis Gillies, who spends much of 
her time looking at auto ads as an 
editor of McCall’s. 

She told the Michigan council 
of the American Assn. of Adver- 
tising Agencies here today that 
it’s time for automotive leaders to 
readjust their thinking about 
women. She proposed that they 
“stop discounting the female in- 
telligence just because she does 
not think like a man.” 

Miss Gillies, McCall’s’ houses 
and home fashions editor, said 
she felt auto advertisers are still 
not convinced that a woman and 
her family are a vital segment 
of their audience. She urged the 
advertisers to appeal to a wom- 
an’s basic interests and also to her 
mind. 


@ The average woman, she said, 
wants ads which “tell her some- 
thing practical or create situations 
that are related to her,” rather 
than “headlines which brag about 
sales volume or the abilities of 
the advertisers.” She said women 
“tend to see almost everything in 
terms of themselves, their hus- 
bands and their children.” 

Miss Gillies told of examining 
75 ads at random and finding that 
only 8% of them showed children. 

“In fact,” she said, “there are 
almost twice as many dogs as 
children. No politician who 
wanted to get elected would ig- 
nore the small fry. 

“As the car ceases to be man’s 
domain and moves into the family 
domain, and as more women ac- 
quire cars of their own, new tech- 
niques of sales presentation are 
needed,” she said. “It would be 
logical to tie in with other cur- 
rent promotions with which wom- 
en, as chief family shopping 
agents, are familiar. There also 
should be more women sitting in 
on style and copy conference 
tables here in Detroit.” 


CBS Adds Space for Radio 
Columbia Broadcasting System, 
New York, has leased a major 
portion of the sixth floor in the 
recently completed building at 460 
Park Ave. The space will be oc- 
cupied by the network’s radio ad- 
vertising sales department. 


| 
| 


ALYNN SHILLING has been elected 
v.p. in charge of advertising and 


May May % January-May % j|sales promotion of National Dis- 
Classification 1955 1954 Change 1955 1954 Change | tillers Products Corp., New York. 
Retail (total) ....136,986,160 126,506,229 + 83 609,138,938 572,364,172 + 64/7, Shitting joined National Di 
Dept. Stores .... 52,465,208 48,581,068 + 8.0 228,756,002 215,611,537 + 6.1\°. "Suiting jomed National Dis- 
General _............ 36,696,381 34,896,449 + 5.2 156,885,628 152,158,455 + 3.1, tillers in February, 1937. Before 
Automotive ii 18,498,548 14,647,400 +26.3 71,888,494 59,562,823 +207| that he was a member of the 
Financial ..-.-.-.-- 278,483 2,905,267 +128 17,414,966 15,597,766 +11.7 ; 
Total Display ....195,459,572 178,955,345 + 9.2 855,328,026 799,683,216 + Wee na" : quo > Control 
Classified ............ 54,921,341 55,689,065 +16.6 282,034,630 248,043,707 +13.7| “O0TC. ve een director of 
ee an... 260,380,913 234,644,410 +11.0 1,137,362,656 1,047,726,923 + 8.6, advertising for the past five years. 
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ABC Film Sells Six 
Sponsors on Schlitz 


Re-runs for Summer 


New York, June 29—ABC Film 
Syndication may have set some 
sort of a sales record this week 
by selling one program to six ad- 
vertisers for summer replacement 
runs. 

The in-demand vidpix is “Her- 
ald Playhouse,” ABC’s title for re- 
runs of last season’s “Schlitz Play- 
house of Stars.” Thirty-five pro- 
grams were included in this mul- 
tiple sale, with each advertiser 
getting a different block of 
shows. 

Pet Milk Co. (Gardner Advertis- 
ing Co.) and S. C. Johnson & Son 
(Needham, Louis & Brorby) 
bought some of the films to fill 
the period vacated for the summer 
by Red Skelton (CBS-TV). 

Maytag Co. (McCann-Erickson) 
and W. A. Sheaffer Pen Co. (Rus- 
sel M. Seeds Co.) will use their 
Schlitz re-runs to keep the Tuesday 
8 p.m., EDT, time on CBS-TV 
open for “Navy Log” in the fall. 


# American Tobacco Co. (Sulli- 
van, Stauffer, Colwell & Bayles) 
will run “Herald” films Wednesday 
at 8:30 p.m., EDT, on ABC-TV 
and Eastman Kodak Co. (J. Wal- 
ter Thompson Co.) will air the 
series during the summer Wednes- 
days at 8 p.m., EDT, on NBC-TV. 

ABC Film is syndicating an old- 
er group of Schlitz re-runs on sta- 
tions throughout the country under 
the title of “The Playhouse.” 


Anheuser-Busch 
Denies FTC Charges 


WASHINGTON, June 28—Anheus- 
er-Busch Inc., St. Louis, has de- 
nied charges by the Federal Trade 
Commission that it dropped the 
price of Budweiser beer in St. 
Louis in order to injure competi- 
tors in 1954. 

In its reply to FTC’s complaint 
the brewery said it was meeting 
competition in good faith. FTC 
claims it had one price in St. 
Louis, and higher prices elsewhere. 
The commission said Budweiser’s 
share of the St. Louis beer busi- 
ness increased from 14 to 40% 


after prices were reduced. 


“THIS ONE’S ON ME’—When he celebrated his 90th birthday May 30, 

Henry G. Lord (center), v.p. and chairman of the finance com- 

mittee, McGraw-Hill Publishing Co., insisted on giving a party for 

his friends in the organization. Pictured with him are president 

Donald C. McGraw (right) and Mason Britton, former McGraw-Hill 
executive. 


70 Years a Publisher... 


McGraw-Hill's Henry Lord Still Seeks 
Higher Standards for Business Papers 


New York, June 28—Henry G. 
Lord has been a business paper 
publisher for 70 years. 

Now—hale, hearty and alert at 
the age of 90—he looks back upon 
a career that month by month and 
year by year has had a marked ef- 
fect upon the growth and develop- 
ment of the business press as an 
influential factor in the American 
economy. 

Seated at his desk in what he 
calls “a nerve center of the busi- 
ness world”—he is chairman of the 
finance committee of the McGraw- 
Hill Publishing Co—Mr. Lord 
finds it easy to put his finger on 
the one accomplishment in his 
three score and ten years of busi- 
ness activity of which he is most 
proud. 

In 1916, with a group of about 
seven other far-sighted publishers 
who recognized the need for estab- 
lishing standards that would raise 
the level of business paper publish- 
ing, Henry Lord helped establish 


90% of Movies in 1954 with Kitchen Scenes 
Showed Gas Appliances, Gas Group Boasts 


New York, June 29—Hollywood 
studios are very good friends of 
the gas industry, as far as the 
American Gas Assn. is concerned. 

The association reveals in its 
annual report to members that 
more than 90% of all 1954 motion 
pictures with kitchen scenes 
showed gas appliances. In Holly- 
wood-made tv films, nearly 50% 
showed gas appliances in kitchen 
scenes. 

The report, a fascinating docu- 
ment which covers the promotional, 
advertising and research activities 
of the association during 1954, 
pointed out that 22 major films 
featured gas appliances. One film 
in particular, RKO’s “Susan Slept 
Here,” formed part of a tie-in cam- 
paign, with 110 member companies 
using ad mats to link up with the 
movie. 


® Gas appliances were used in 
781 filmed television spots and 
dramas, commercial films, adver- 
tising and publicity photographs, 
according to the report. The asso- 
ciation’s Beverly Hills kitchen stu- 
dio was used for 159 of these films 
and photographs. 

Six one-minute tv spot com- 
mercials were filmed and 207 pub- 
licity pictures of gas appliances 
used in Hollywood were released. 

The association’s efforts to get 


gas appliances into the picture 


| went beyond the glamor of Holly- 


wood filmdom, the report reveals 
later on. Through what it calls its 
Metropolitan Contact Program, the 
association actively sought to in- 
crease the number of studios with 
gas equipment props for photo- 
graphs, and managed to place 64 
new gas ranges. 

“Modern gas appliances were 
serviced in 42 photo studios, 19 
food consultants’ offices, 11 food 

(Continued on Page 47) 
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Associated Business Publications. 

“T received as much satisfaction 
out of that job as out of anything 
I have ever done,” he says. 


= The accomplishment was of 
great importance, Mr. Lord rem- 
inisces, because prior to that date 
the “trade press,” as it was then 
generally known, was virtually in 
a state of chaos. 

Advertising rates were a matter 
of individual bargaining. Editorial 
standards were lax. Circulation 
audits were just coming into their 
own, with the establishment of the 
Audit Bureau of Circulations in 
1914. 

“In fact,” says Mr. Lord, “many 
advertisers never even bothered to 
ask a publisher about his maga- 
zine’s circulation.” 

The establishment of ABP, Mr. 
Lord recounts, was the first great 
step in “removing the stigma that 
was in those days attached to the 
trade press.” Business papers were 
given a new standing of dignity in 
the commercial world through the 
adoption of a set of principles in- 
sisting that: 


® The primary objective of a busi- 
ness paper is to service its readers, 
in accordance with the concept un-, 
derlying the second-class postal 
rate privilege. 


® Circulation should be publicly 
stated and properly verified. 


© Advertising rates should be 
standardized to the exient that, 
all advertisers purchasing similar 
units or positions should be able to 


(Continued on Page 50) 


Storer Broadcasting 
Stock to be Listed 
on N. Y. Exchange 


New York, June 28—The com- 
mon stock of the Storer Broad- 
casting Co., the largest independ- 
ent television and radio broad- 


_casting company in the country, 


will be listed on the New York 
Stock Exchange July 5. 

Storer in the past two years 
has distributed to the public more 
than 462,000 common shares out 
of a total of 6,100,000 shares. The 
latest offering of 262,750 shares 
was made April 6, the proceeds, 
amounting to $6,050,000, being 
used for retirement of preferred 
stock and short-term notes. 

The company reported an op- 
erating revenue in 1954 of $17,- 
737,000 and a profit before taxes 
of $7,105,000. Net profit after 
taxes was $3,681,000. This com- 
pared with a net of $2,186,000 in 
1953 and $1,595,000 in 1952. 

The television stations owned 
and operated by the company are 
WAGA-TV, Atlanta; WBRC-TV, 
Birmingham; WJBK-TV, Detroit; 
WXEL-TV, Cleveland; WSPD-TV, 
Toledo; KPTV, Portland, Ore.; and 
WGBS-TV, Miami. 

Radio properties include WAGA, 
Atlanta; WBRC, Birmingham; 
WGBS, Miami; WJBK, Detroit; 
WJW, Cleveland; WSPD, Toledo, 
and WWVA, Wheeling, W. Va. 

George B. Storer is the founder 
and president of the company, 
which has its principal executive 
offices in its new building in Mi- 
ami. J. Harold Ryan is senior 
v.p., and Lee B. Wailes is exec. 
v.p. 


Senator Asks 
CBS to ‘Stand By’ 
Winston Burdett 


WASHINGTON, June 29—The 
chairman of a red-hunting Senate 
subcommittee today urged the 
Columbia Broadcasting System to 
“stand by” news commentator 
Winston Burdett, who voluntarily 
appeared to tell senators about his 
associations with communists in 
pre-World War II days. 

In his testimony before the in- 
ternal security subcommittee of 
the Senate judiciary committee Mr. 
Burdett said he had been a mem- 
ber of the Communist party while 
employed by the Brooklyn Eagle 
from 1937 to 1942 and had com- 
mitted “espionage” in Finland and 
other European countries under 
orders from the communists. 


a After describing his “break” 
with the party in 1942, he identi- 
fied employes of the Brooklyn 
Eagle and others who allegedly 
were involved in the communist 
organization during the period 
when he was a member. 

After his appearances, he re- 
leased a letter from Sen. James O. 
Eastland (D., Miss.), chairman of 
the subcommittee. He said Mr. 
Burdett “has rendered a_ real 
service by his testimony.” The let- 
ter said, “I believe he should be 
commended for it and encouraged 
in every way possible. 

“I know that he has some tough 

(Continued on Page 43) 


Injunction Sought to Halt Production and 
Distribution of TV Bowling Film Series 


Cuicaco, June 28—Matt E. Nie- 
sen, local bowling alley owner, 
last week filed two suits in superi- 
or court. One suit seeks an injunc- 
tion to restrain the Brunswick- 
Balke-Collender Co. and Peter De- 
Met, a local Pontiac dealer, from 
producing and distributing a tv 
film series, “Championship Bowl- 
ing.” 

The other suit asks for an ac- 
counting of profits from 26 tv 
films of the bowling series which 
were filmed in Mr. Niesen’s bowl- 
ing alleys. 

At a hearing on the accounting 
suit before Judge George Fisher 
yesterday, Sanford I. Wolff and 
Richard Orlikoff, Niesen’s attor- 
neys, asked for an order to restrain 
Mr. DeMet from destroying or 
damaging any of the bowling films. 

Judge Fisher denied the injunc- 
tion after he and Mr. Niesen’s law- 
yers were assured by Milton T. 
Raynor, Mr. DeMet’s lawyer, that 
the films would not be harmed. Mr. 
Raynor said his client has $200,000 
invested in the films in 70 markets 
and it was foolish to think he 
would damage them. Judge Fisher 


Highlights of This Week's Issue 


Zlowe Co. sold Empire Brushes 
on five-year business paper 
drive 

Australia may get tv in time to 
watch Olympic games .Page 17 


Color commercials can be 
tested by advertisers over 
Wes nbs cvacdpuavewes Page 18 


A 30-second ty commercial to re- 
duce the number of commer- 
cials crowded into station’s day 
is offered by WIMJ-TV Page 18 


Two Pittsburgh rivals for Channel 
11—Radio Stations WWSW and 
WJAS—join together in appli- 
cation 

Kasle Steel personalizes an im- 
personal business by using ad- 


vertising specialties ..Page 22 
Ladies’ Home Journal o/fers elec- 
trical appliance and _ radio-tv 
distributors a year-round “first 
aid” promotional kit ...Page 23 
Miniature Disneyland of wood and 
plastic has been created by W. 
L. Stensgaard & Associates, Chi- 
cago display maker ....Page 28 


Plastics seal of approval to pro- 


mote standards of excellence for 
vinyl plastic film is unveiled 
by Society of the Plestics In- 
= ate yt, Page 28 
Four-language sales promotion 
folder is tremendous success, 
says Rare Earths Inc. ..’age 35 
Special newspaper sup ‘cements, 


are being provided publishers 
who want to tie in with Radio- 
TV Week 
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What They’re Saying 


gave Mr. Raynor ten days to file 
an answer to the suit and set July 
12 as the next hearing date. 


® The injunction suit alleges that 
Mr. Niesen created and produced 
the tv program, “Championship 
Bowling,” in October, 1953. The 
program consisted of three 
matched bowling games with two 
top “name” bowlers competing 
against each other with an an- 
nouncer telling viewers what was 
going on. Mr. DeMet first spon- 
sored the show in December, 1953, 
and in March, 1954, Mr. DeMet and 
Mr. Niesen signed a contract to 
produce films of the series at Mr. 
Neisen’s alleys, the suit states. 
The suit charges that since last 
May, Mr. DeMet and Brunswick 
have produced, distributed, sold 
(Continued from Page 6) 


bee ee 


BUY SUMMER—The Bureau of Ad- 
vertising has turned out this ad 
stressing summer’s high business 
potential, making mats available 
to over 900 newspapers participat- 
ing in its special newspaper ad- 
vertising campaign. Ad is part of 
effort to “wipe out fiction of a 
summer slump.” 
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Chesebrough. Pond 
Merge: Agency 


Setup Continues 


(Continued from Page 1) 
tising manager of Chesebrough, 
and now v.p. in charge of adver- 
tising for the new company, told 
AA. 


a McCann-Erickson will continue 
to handle most of the Chesebrough 
line; Noyes & Sproul the ethical 
professional products division; 
and Cockfield, Brown & Co., Mon- 
treal, Chesebrough Canadian ad- 
vertising. J. Walter Thompson Co. 
will continue to handle Pond’s 
products, and perhaps a few 
Chesebrough lines also. 

No major change in advertising 
policies is contemplated, Mr. Rich- 
ardson said, although it is ex- 
pected that advertising will be 
expanded later. 

The merger joins two of the old- 
est international companies in the 


was founded in 1846, and Cheap- 
brough began operations more 
than 80 years ago. 

A major advantage of the merg-| 
er, it was pointed out, is that the| 
products of the two companies are| 
non-competitive and yet are sold) 
through many of the same distri- 
bution outlets. Both companies are| 
comparable in size and operate in| 
virtually the same export markets. | 

Under terms of the merger, | 
Chesebrough-Pond’s will continue 
to manufacture all products of the! 
original companies. 

Executive offices will be at 380 
Madison Ave., with sales offices 
at 17 State St., both New York. The 
new company has plants in Clin- 
ton, Conn., Perth Amboy, N. J., 
McKees’ Rocks, Pa., and in Ar- 
gentina, Australia, Canada, Eng- 
land, and South Africa. 


Milo Smith Retires 

Milo E. Smith has retired from 
Chicago Bridge & Iron Co. after 32 
years with the company. He was 
advertising manager from Jan. 1, 


drug-cosmetic industry. Pond’s 


1926, to July 20, 1954. Active in the 


PAUL LADY has resigned as general 
manager of Jenkins Publications, 
Los Angeles, to, form his own in- 
dustrial agency, Paul Lady Adver- 
tising, with offices in Los Angeles. 
Mr. Lady joined Jenkins in 1939 as 
an ad salesman for Butane-Pro- 
pane News. 


Chicago Industrial Advertisers 
Assn. for 30 years, he was elected 
a life member last October. 


Barber shop quartets go modern...in lowa! 


THE DES MOINES 
REGISTER ann [RIBUNE 


An “A”’ schedule newspaper in an “A-1I’’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, 
Doyle & Hawley—Los Angeles and San Francisco 


In fact the modern trend to electric razors 
is something to see, in Iowa. For example, 
use has almost doubled in just four short 
years. And last year, use of one well-known 
brand went from 3.2 to 8.1 %* in lowa cities 
and towns—4.7 to 12.8%* on he-man Iowa 


farms. 


Speaking of the man-market, did you 
know that 70.6% of all the men in Iowa 


regularly read The Des Moines Sunday Reg- 


ister—the A-schedule newspaper with 
better than 500,000 circulation—the one 
medium that covers the entire state of lowa? 


*That’s only part of the story of this big-income, 


big-spending all-lowa market. See what's hap- 
pening to all kinds of personal and family prod- 


Detroit, Philadelphia 


ucts in our latest BRAND INVENTORY IN 
THE HOMES OF IOWA SUBSCRIBERS to The 
Des Moines Sunday Register. W rite for your copy, 
on your company letterhead. 


mi |Garfinkle Heads 


‘American News, 


Plans ‘Expansion’ 
(Continued from Page 1) 
to $434,134 during the same period. 
It is expected that the new re- 
gime will make a fundamental pol- 
icy change by permitting the com- 
pany’s 400 branch offices to handle 
publications other than those dis- 
tributed by American. 


‘Look’ Newsstand 
Circulation to Be 
Handled by Curtis 


New York, June 30—Look an- 
nounced today that it is discontin- 
uing newsstand circulation through 
the facilities of the American 
News Co. 

The move follows by only two 
weeks a similar break with ANC 
on the part of the four magazines 
of Time Inc. (AA, June 20). The 
circulation loss to the distribution 
company thus totals in excess of 
75,000,000 copies per year. 

According to S. O. Shapiro, v.p. 
and circulation director of Look, 
newsstand distribution for the U. 
S. and Canada will be handled by 
Curtis Circulation Co., effective 
with the issue of Sept. 6. Curtis 
has been handling the publica- 
tion’s international distribution for 
the past year. 


= “In view of the excellent dis- 
tribution job Curtis has done on 
Look overseas and the highly ef- 
ficient distribution facilities Cur- 
tis offers us in the domestic mar- 
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Advertising Age, July 4, 1955 


ket, it seemed to us that the han- 
dling by Curtis of all of Look’s 
newsstand distribution throughout 
the world would be desirable,” 
said Mr. Shapiro. He stressed that 
only newsstand sales would be 
handled by Curtis, and that Look’s 
subscription operation would con- 
tinue to be handled by the publi- 
cation’s own circulation depart- 
ment. 

A spokesman for Henry Gar- 
finkle, newly-elected president of 
American News Co., informed of 
this development by ADVERTISING 
AGE, said that he had had no prior 
knowledge of it. 


Mark Egan Associates Bows 

Mark Egan, a former director 
of advertising and sales promotion 
of Congoleum-Nairn Inc., and 
more recently a marketing con- 
sultant, has formed Mark Egan 
Associates, with offices at 55 E. 
Washington St., Chicago. The 
company will represent hotels and 
related companies in Hawaii and 
the U.S. 


New Daily Appoints Rep 

Shannon & Associates has been 
appointed national advertising rep- 
resentative of the Kansas City 
News-Press, 4l-year-old weekly 
which is beginning daily publica- 
tion July 4 (AA, June 20). 


FREE SAMPLE—YOURS TO USE WITH- 
OUT COST. Create sparkling layouts for 
all printed matter with scissors and 
paste-pot. The Brand New Clipper—new 
in size, in format, in features, in content, 
in color techniques, in ideas. Get senso- 
tional introductory offer. No obligation 
—no salesmen. Address Multi-Ad Serv- 
ices, Inc., Box 806A, Peoria, Illinois. 
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is the size we make for the 
Growing Greensboro Market!" 
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THERE’S A BIG CROP OF LONG GREEN ready now—in 
the Growing Greensboro Market—where 1/6 of North Caro- 
lina’s people account for 1/5 of the state’s $3-billion retail 
sales .. . It’s a market centered around the No. 1 metropoli- 
tan county area in both Carolinas—an area that’s first in 
total sales and per-family sales! 
sales story to tell, you can’t find a market where sales come 
easier, than in the Growing Greensboro Market ... One of 
the big reasons for top selling action in this top-return market 
is the 100,000 daily circulation of the GREENSBORO NEWS 


. . » When you have a hot 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Cd —_ 
* GREENSBORO, NORTH CAROLINA —-Y e 
- Represented by Jann & Kelley, Inc. e 
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‘|The written message is the one that LIVES 


In 1776, it took a written message to give a nation its life. It took a written message 
to make calm, clear sense of that fierce love of freedom and the riotous hatred of enslavement. 


Yes, in 1776, a fine and judicious man, Thomas Jefferson by name, wrote a document 
that crystallized this new nation’s love of liberty and declared its wish to be independent. 


Today, this nation testifies to the power and wisdom of his words. 


Solemn and beautiful, this written message, The Declaration of Independence, 
is one of mankind’s highest achievements, to be cherished 
as long as freedom endures. 


Yes, the written message is the one that lives ... the speeches and the sentiments 
are too often heard... and forgotten. 


This Week, America’s most widely read magazine, asks leaders in every walk of life 
to ponder the value of the written and the printed word... and to bear in mind its power 
to impress long after all other messages have faded. 


The Declaration of Independence is a sacred document not to be compared 
with advertisements. Yet, there are certain clear inferences to be drawn. 


Whenever you have something important to say, put it in print. For the printed message 
% can and does last. It can be referred to again and again. It can be studied. It can be used 
i as a basis of comparison. It can be clipped out and consulted. 


But the primary advantage of the printed message is psychological. 
It can be seen and absorbed in tranquillity . . . willingly, freely. The printed 
message is never an interruption, never a disturbance. 


The printed page, rich in detail, exact in its message, is 
a primary weapon in the arsenal of communications. This Week wishes 


to remind you of the basic wisdom of building your advertising Your messages 
mpaigns around printed media. In oth 
ca paig p i other words, Dns in This Week Gill LIVE) 
if you want your message to work and to /ast, put it in print first. 
| in 11,000,000 homes 
: throughout America ! 


This Week Magazine shares the power and prestige of these 35 great newspapers which distribute it. 


The Baltimore Sunday Sun . . . The Birmingham News . . . Boston Sunday Herald... The Charlotte Observer . . . Chicago Daily News | The Cincinnati Enquirer ... Cleveland Plain Dealer . .. The Dallas Morning News . . . Des Moines Sunday 
Register . .. The Detroit News . . . The Houston Post . . . The Indianapolis Star . . . The Jacksonville Florida Times-Union . . , Los An. °s Times . . . The Memphis Commercial Appeal . . . Miami Daily News . . . The Milwaukee Journal . . . 
Minneapolis Sunday Tribune . . . The New Orleans-Times-Picayune States .. . New York Herald Tribune . . . Norfolk Virginian-P:| «nd Portsmouth Star... The Philadelphia Sunday Bulletin . . . The Phoenix Arizona Republic . . . The 
Pittsburgh Press . . . Portland Oregon Sunday Journal . . . Providence Sunday Journal . . . Richmond Times-Dispatch . . . Rochester | -0crat and Chronicle . . . St. Louis Globe-Democrat . . . The Salt Lake Tribune . . . San Antonio Express and 
Sunday News. . . San Francisco Chronicle . .. The Spokane Spokesman-Review . . . The Washington Sunday Star . . . The Wichita Su’. y Eagle 
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New Varied Ad 
Products Shown 
at NAI Show 


Cuicaco, June 30—The National 
Advertising Industries Exposition 
closed here yesterday, after four 
days in which an estimated 5,000 
persons visited the 50 exhibits set 
up in the Morrison hotel. 

Among the displays were prod- 
ucts of direct mail shops, printers, 
engravers, plate makers, typo- 
graphical trade shops, bindery 
trade shops, mailing list compilers, 
trade publications and modeling 
services. There also were numer- 
ous machines that are used in all 
phases of the advertising field. 

William Baker, exposition man- 
ager, told AA that the NAI will 
hold two expositions next year, one 
in late January or early February 
and the other in late August or 
early September, both in Chicago. 
He said all exhibitors at the show 
plan to take space at future shows 
and that he has received requests 
from 50 other companies which 
wish to exhibit their wares next 
year. 


® Many exhibitors told AA that 
they were pleased with the show 
because of the many different 
products that were displayed and 
because of the great interest on 
the part of visitors toward many 
products. A representative of Wil- 
liam C. Popper & Co., New York, 
publisher of comic books, told 
AA that his company sold more 
than 3,000,000 Davy Crockett books 
and more than 1,000,000 magic 
books at the show. 

Following are some of the booths 
visited by AA, most of which fea- 
tured new products or machines: 


® Gestetner Duplicator Corp., 
Yonkers, N. Y., displayed a dupli- 
cating machine that embodies 
paste-type ink working through 
two dual cylinders and a silk 
screen. The paste-type ink cuts 
down on smudged copies and the 
machine has strippers, which per- 
mits light-weight stock to be run. 
This particular model has been on 
the market for several months 
and sells for $650. 


® Filmotype Corp., Chicago, has 
a photographic typesetting and 
hand-lettering machine. The ma- 
chines sell for $750 and can be 
leased for $45 monthly and 100% 
of the rental fees can be applied 
toward purchasing the machine. 


® Fototype Inc., Chicago, displayed 
Snopake, a correction fluid for 
printed matter or photographic re- 
productions, which has been on the 
market for several months. The 
fluid dries in 30 seconds and cor- 
rections may be typed-in or 
drawn-in easily. Bottles are $1. 


® Grafikon Co., Los Angeles, ex- 
hibited an opaque-type art pro- 
jector that produces brilliant im- 
ages directly upon any drawing 
surface. The projector, which 
comes with a booth or dark room, 
sells for $270. 


® The Sander Engraving Co., Chi- 
cago, featured an engraver-artist, 
who engraved illustrations from 


photos or layouts onto a block of | 


wood. The wood engravings may 
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NEW JOB—Robinson S. Brown Jr., a director and v.p. of Brown- 
Forman Distillers Corp., receives best wishes on his appointment 
as executive director of personnel, public and trade relations of 
the Kentucky distillery. He was formerly director of the com- 
pany’s northeastern sales. Shown with him are Quincy Ryan, v.p. 
of the company’s agency, Ruthrauff & Ryan; W. L. Lyons Brown, 
board chairman of Brown-Forman; Barry Ryan, board chairman 
of R&R, and Raymond Durrell, Brown-Forman director of public 
and trade relations. 


Injunction Sought to Halt Production and 
Distribution of TV Bowling Film Series 


(Continued from Page 3) 
and advertised the same tv show, 
“Championship Bowling.” The suit 
charges that the defendants have 
capitalized on the good will and 
popularity of Mr. Niesen’s show, 
“Championship Bowling,” and ac- 
cuses the defendants of unfair 
trade and unfair competition. 

In addition to an injunction, the 
suit asks the court to impound all 
films of the bowling series, and 
also asks that Mr. Niesen be 
awarded damages because of un- 
fair competition on the part of the 
defendants. 


® According to a contract signed 
in March, 1954, Mr. Niesen was to 
receive 20% of the net profits from 
the tv series produced by Mr. De- 
Met, the suit alleges. Since that 
time, Mr. DeMet has distributed 
films and received payments for 
them but Mr. Niesen has received 
no payments, the suit says. 

The suit specifically asks for 
figures of the distribution and pro- 
duction costs incurred by Walter 
Schwimmer & Co. and Wright- 
Campbell Advertising Co. The suit 
also charges that large sums of 
money contracted for by Mr. De- 
Met with tv stations throughout 
the U.S. are not accounted for and 
there are no records that Mr. De- 
Met received the money although 
payments are long overdue. The 
suit accuses Mr. DeMet of threat- 
ening to destroy the films if Mr. 
Niesen took any legal action for an 
accounting. 


® Ata press conference last week, 
Walter Schwimmer, who has a 
contract with Mr. DeMet to dis- 
tribute the films, told AA that 
profits on the films have not been 
determined, and thus, no profits 
have been distributed. He went on 
to say that Mr. DeMet’s books have 
been open for inspection and that 
representatives of Mr. Niesen have 
looked at the books. 

“There also is no merit to Mr. 
Niesen’s claim about the originality 
of a sports show,” Mr. Schwimmer 
continued. “There is nothing 
unique about televising bowling 
and there have been other bowling 


shows prior to this series. I assure 
all tv stations and advertisers that 
this is a suit based on a local dis- 


be used in any kind of newspaper, | pute between Mr. Niesen and Mr. 
magazine or poster reproductions.|DeMet and that the suit will not 
All work is hand-engraved by 12) interfere with the distribution of 


company engraver-artists. 


the films.” 
Mr. Schwimmer told AA that 


® Pictoralite Corp., Chicago, dis-| Mr. DeMet owns all of the 52 films 


played color pictures that were 


treated with a chemical made by 
the company. The chemical gives 


new depth and beauty to pictures. | 
Ultra-violet lights must be used to} 


show up the treated pictures. The 
chemical is not for sale but the 
company will treat art work at so 
much per sq. ft. 


that have been produced, 26 with 
Mr. Niesen, and 26 with Brunswick 
Co. He said Mr. Niesen is entitled 
only to profits from the 26 films 
taken at the Niesen alleys. 


® Tv bowling, which started here 
two years ago as a late-night spec- 
tacle, is now drawing ratings be- 


tween 11 and a phenomenal peak 
of 17.9—a figure some prime-hour 
network shows would be glad to 
settle for (AA, March 14). Mr. 
Niesen is credited with originating 
the modern bowling show—two 
star bowlers competing instead of 
traditional five-man team play. 
Last March, Mr. DeMet traveled 
to New York to try and sell ABC- 
TV and CBS-TV on a bowling 
network show. At the same time, 
he claimed to have signed up 30 
famous bowlers on exclusive long- 
term contracts to participate in the 
match-play series. His contracts 
reportedly offered bowlers $500 
per three-game network series 
when they win, $200 when they 
lose, and $5,000 for a 300 game. 
Jules Herbuveaux, head of 
WNBQ, NBC o-and-o outlet here 
where the whole success story 
started, tried to sell NBC-TV on 
network bowling at the same time 
Mr. DeMet was trying to sell the 
other stations. Mr. Niesen threat- 
ened legal action (AA, March 14) 
for a monopoly of bowling talent. 


Carnation Buys 
Mrs. Lee's Pies 


Los ANGELEs, June 28—Carna- 
tion Co. has entered the frozen 
food field with the purchase of 
Mrs. Lee’s Pies, which produces 
frozen fruit, cream and meat pies 
and cookie rolls under the name 
“Simple Simon.” 

The Los Angeles pie company 
will be integrated into the Carna- 
tion organization as its frozen food 
division, with Andrew G. Read, 
president of Mrs. Lee’s, as general 
manager. Donald W. Hogue, gen- 
eral manager of Carnation’s North- 
ern California fresh milk and ice 
cream division, will transfer from 
Oakland to assist in the manage- 
ment and integration of the new 
division. 

Simple Simon now has distribu- 
tion throughout California and in 
major markets in the western, 
southwestern, midwestern and 
southeastern states. National dis- 
tribution is planned for the prod- 
uct. 


‘California Visitor’ Appoints 

California Visitor, Los Angeles, 
now in its second year of publica- 
tion, has appointed B. I. Berner 
advertising director. Mr. Berner 
formerly was president of B. I. 
Berner Co. and At Your Service, 
both in New York. 


Studio Films Adds Division 


Studio Films, New York, has set 
up a new division, Studio Produc- 
tions, to produce live tv shows. 
The first will be the “Dunninger 
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Cooley Plan: Win Friends for Farmers 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, June 30—Rep. 
Harold Cooley (D., N. C.) says the) 
time has come to do something) 
about the farmer’s public relations. 
As chairman of the House agri- 
culture committee, he feels city 
people generally regard farmers as 
rural racketeers, living on fat 
checks from a misled and protec- 
tive government. 

In the House, the other day, he 
said few appreciate the fact that 
the efficiency of our farms en- 
ables 86% of our people to pursue 
other occupations. And, he said, 
there is little realization of the fact 
that only a fraction of our expend- 
itures for food and clothing go to 
the farmer. 

He wants Congress to pass a 
resolution designating the last 
week in October as Farm-City 
Week. Beyond that, he _ thinks 
farmers, farm organizations and 
industries serving the farm should 
establish a permanent public rela- 
tions organization “to create un- 
derstanding of farmers and the 
importance of agriculture to the 
well being of the whole commun- 
ity.” 

Rep. Cooley’s public relations 
plan includes fact sheets for writ- 
ers, a speakers bureau, farm 
tours for editors, summer farm 
scholarships for city children and 
a campaign to induce farmers to 
become active in local civic groups. 
Eventually, it would also include 
institutional advertising to tell 
portions of the farm story which 
cannot be told any other way. 


. . 7 

Postal Power Play: S. 1292, a 
seemingly obscure bill dealing 
with postal classification of cer- 
tain educational matter, has be- 
come the focal point for a show- 
down involving catalog and parcel 
post users in one camp and Rail- 
way Express Agency in the other. 

Since 1951 the Postmaster Gen- 
eral has been under orders to go 
to the Interstate Commerce Com- 
mission for a rate increase when- 
ever it seems likely that the cost 
of handling catalogs and parcel 
post will exceed revenue. 

Mail users, who fear another rate 
increase now that Congress has 
raised postal salaries, induced the 
Senate post office committee to 
hitch a rider on S. 1292 saying that 
fourth class rates need not be in- 
creased unless the gap amounts to 
15% or more. 

This rider has drawn a barrage 
of telegraphic protests from Rail- 
way Express, which wants parcel 
post on a “break even” basis. It 
has likewise drawn a _ counter- 
barrage from mail users. 

- 7 . 


‘Free’ Land Boom: The Interior 
Department has asked the Justice 
Department and the Federal Trade 
Commission to study the activities 
of “land finders,” who advertise 
that they will locate valuable 
five-acre sites which the govern- 
ment is giving away in Nevada 
and California under the Small 
Tracts Act. 

Acting Secretary Clarence Davis 
said the ads have resulted in thou- 
sands of filings by people who 


think the land is to be had for the) bs 


asking. Actually the government| 
expects the sites to be used for 
homes, recreational purposes or 
businesses. And it does not trans- 
fer title until costly improvements 
have been completed. 

In some cases, he said, ads men- 
tioned sites “near Las Vegas,” 


“To protect the public,” Mr. Da- 
vis said, “the department will re- 
quire in the future that an appli- 
cant for a small tract certify that 
he personally has inspected the 
tract.” 

° e a 

Pseudo-Californians: The Fed- 
eral Trade Commission seems to 
have at least one friend in Con- 
gress. He’s Rep. Glenard P. Lips- 
comb (R., Cal.), who took the 
House floor the other day to de- 
clare that the commission, under 
Chairman Edward F. Howrey, “has 
become one of the most important 
agencies in Washington.” 

Its importance to Rep. Lipscomb 
is easily understandable. For years, 
business men in California have 
been plagued by “poachers,” who 
manufacture garments in various 
parts of the country and label 
them “made in California.” Re- 
cently the commission has gone 
after several of these pseudo-Cal- 
ifornians. 

The commission’s success was 
acknowledged by a formal resolu- 
tion of the California legislature. 
As read by Rep. Lipscomb, it con- 
gratulates FTC on its success and 
urges that it continue, unabated, 
its good work. 

3 + + 


Stiffer Anti-Trust Penalty: 
With barely a word of discussion, 
the Senate approved and sent to 
the White House three changes in 
the anti-trust laws which have 
gathered dust in congressional 
pigeonholes for many years. The 
most important is a bill raising 
the maximum fine for criminal vi- 
olation of the Sherman Act from 
$5,000 to $50,000. The other 
changes (1) give the government 
the right to sue for damages in 
anti-trust cases and (2) fix a uni- 
form four year statute of limita- 
tions. 

The drive to stiffen the penalties 
for violating the Sherman Act 
bogged down in factional disputes 
over the amount that should be ap- 
proved. Recently the special com- 
mittee on anti-trust law appointed 
by Attorney General Brownell 
pointed out that $5,000 penalty is 
obviously inadequate, since it was 
originally set in 1890, when the 
dollar was worth considerably 
more. Attorney General’s commit- 
tee thought a $10,000 limit might 
be appropriate. But Mr. Brownell 
has assured the Senate judiciary 
committee that he’ll advise Pres- 
ident Eisenhower to go along with 
the proposal for a $50,000 fine. 


TV Film Company Formed 

Another new company, Elan- 
Porter Productions, 19 W. 45th St., 
New York, is entering the televi- 
sion and industrial film production 
business Principals are Ralph 
Porter, writer-director-producer, 
and Raphael Elan, who has worked 
in radio and on the state abroad 
and was formerly with a textile 
company in this country. 


though the tracts actually were 30 
miles away in the desert, with no 


water or facilities. Other ads im-| 
plied uranium rights even though 


the act clearly states that the 


Show,” to be sponsored on ae government retains all mineral 
rights. 


TV by Hazel Bishop Inc. 


CARROLL MARTS, director of midwest- 
ern operations for Mutual Broad- 
casting System, has been named 
v.p. in charge of sales for Mutual’s 
central division, Chicago. 
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Today is Post day 


ee ee ee ee 


Now -theres 
help for the 
ALCOHOLIC’S 
FAMILY! 


For people who want to stop drinking, there’s Aleoholics Anonymous. 


newsstan 


are the key test of a magazine's 


vitality. The editors watch them 


But what about members of the drinker’s faniily, whose problems 
are often every bit as complex and crucial? Jerome Ellison tells the 
success story of Alanon—a recent offshoot of AA—and how it helps 


non-drinkers help themselves, and alcoholics in their families as well! 


ph Se an Oe a ee eee 


closely. So do advertising men. 


You think synchronized 
swimming is just a Holly- 


wood stunt for Esther Wil- 


cents YOO Me = For that is where consumers 


becoming an Olympic sport! 
(Article —with color photos 


—by John Wesley Noble.) 


choose between what is offered 


She World: 
Deadliest Woman fe Ae and what they want. They pay 


In a single trial she has sentenced to death 
38 “enemies of the people”—they disa- 
greed with her. In two years, 194,175 
East Germans were convicted of political 
crimes under “laws” she writes—then 


Moscow's most dreaded hangman. 


isaac i ll . i : their money and th ey ta ke their 


the man who fjqauMaAd ~~ Choice—and it's The Saturday 


must turn out 


ANURANGIS 


GaneRaLs (eT Evening Post by a wide margin. 


Our new Air Force Academy is based The white hunter rushed 


» > sle \* . 7 
on a radical concept in military ed- to - er oe 
vation iach os muchieal tn er : Oday It IS anead O e 
arts as science and very little flying! ahecaitile ee mabheh ail ; 0 


Jack Alexander tells about the man lage—and one of them 
who's dean of the faculty—Don Zim- was a Mau Mau fanatic 
merman—an intellectual who may in disguise! (Short story 
change your ideas about generals. by Robert W > Krepps.) 


—— next general weekly in news- 


The Saturday Evening ALCOHOLIC'’S VAMAALY BEST SELLER 


i By Jerome Eltiven 
y si cl TWE WORLD'S ens 
q) j WORST WOMAN aBCc 
vl By Norbert mnien NEWSSTAND 


* July 2.1985 ~ 15 SALES 


~“=-|| stand sales. @ The Post gets 


to the heart of America. 


UFE LOOK COLLIER'S 


A CURTIS MAGAZINE 
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Strouse Replaces Resor 
at J]. Walter Thompson 


(Continued from Page 1) 


ously is taking on ever increasing 
importance. Hence, advertising has 
become more and more important 
to the whole economy, and, as a 
matter of fact, to the whole struc- 


ture of our lives.” 


= As Stanley Burnet Resor stepped 
down from J. Walter Thompson 
Co.’s active leadership, he had a 
number of satisfactions. In the first 
place, he had created not only the 
largest and most-widespread agen- 
cy in the world, but the agency 
which had largely set the pattern 


for the entire agency business. 


It was created in the image that 
Mr. Resor had conceived. He had 
led the agency through two world 
wars, a depression, two roaring 
booms. He took it over at a $2,999,- 
000 billing level, and as he moved 
to chairman it was on the thres- 


hold of $2,00,000,000 in billing. 


It was an old agency (as time is 
reckoned in the advertising busi- 
ness) when Mr. Resor and his as- 
sociates acquired it in 1916. J. Wal- 


Stanley Resor 


ter Thompson had been in business 
since 1878. In 1908 it hired young 
Stanley Resor, just seven years out 
of Yale, to head its Cincinnati of- 
fice. He already had an agency 
background, having worked for 
Procter & Collier—whose business 
was “advertising and printing” and 


Resor went to New York, Young 
took over as manager, and Woolf 
became the copywriter in Cincin- 
nati. 

Helen Lansdowne became one of 
the best women copywriters of all 
time. When Resor was shifted to 
New York in 1912, he took her 
with him, and in 1917—the year 
after the Resor group had bought 
Thompson—they were married. 
In the Resor group were Mr. 
Raymond, the Thompson v.p. who 
first spotted Mr. Resor’s talents, 
and the late Henry Stanton and 
Gilbert Kinney, and Mr. Young. 
Mr. Raymond, who was elderly 
when the deal was made, retired 
shortly thereafter, and his stock 
was bought by Messrs. Stanton and 
Young. 


® It was a group which was to run 
the agency, under Mr. Resor’s firm 
direction, for nearly 40 years. It 
was from the beginning a major 
agency (Thompson’s $2,999,000 in 
1916 made it one of the four larg- 
est agencies, Ayer leading with 
$12,000,000, and old James Walter 
Thompson is reputed to have felt 
that the agency had come about as 
far as it could when he sold it); 
under energetic new direction it 
rocketed: in 1929 the agency’s bill- 
ing was $37,000,000 (some $5,000,- 
|000 was billed internationally), 
and in 1947 it became the first 
agency to pass the 100-million dol- 
lar mark. Now, as was said earlier, 
it hovers around $200,000,000 in 
billings, and there are people in 
the agency who talk seriously of 
$500,000,000 in billings in the fore- 
seeable future, much of it to come 
from abroad. 

The emphasis on size . . . on dol- 
lar volume ...was always decried 
by Stanley Resor. Mr. Resor has 
variously been described as aloof, 
reserved, dignified and regal. In 
many ways he was a contradiction 
in the advertising agency business, 
for which he obviously had 
enormous talents. It is customary 
to think of agency men as bubbling 


was the sole agency for Procter|extroverts, dynamic salesmen, bril- 


& Gamble—since 1904. 


Charles E. Raymond, who was 
v.p. of J. Walter Thompson in Chi- 
cago, had heard of Resor, and in 
1908 he hired both Stanley Resor 
and his older brother Walter (who 
moved to Boston in 1909 as head of 
the JWT office there, and who 


liant creative men, or dogged and 
precise analysts. As near as can be 
told, Resor was none of these—al- 
though he combined enough of the 
essential talents of each to do a 
masterful job. 


= “He cannot write copy,” said a 


died in 1940). It was a fabulous|onetime associate thoughtfully, “but 


choice. Mr. Resor was not only a 
success as an office manager; he 
turned out to have a unique knack 
for picking people. Between 1908 
and 1912, when he was brought to 
New York and shortly thereafter 
installed as general manager of the 
agency, he hired James W. Young 
as a copywriter, raised Helen 
Lansdowne from a secretary to a 
copywriter, and hired young James 


he’s a terrific judge of copy. If 
you’d ever seen him walk along a 
line of layouts and suggested cam- 
paigns, picking them apart, you’d 
know.” 

This relentless drive to make the 
copy perfect has led to almost end- 
less jiggering with words, phrases 
and type. When Mr. Resor makes 
one of his rare speeches, he is like- 
ly to be making pencilled correc- 


D. Woolf as a utility man. When | tions in the text while he sits on 


Flower 


Melton Breech 


FORD FESTIVAL—During a Ford Festival telecast in 1951, J. Walter 

Thompson toppers Stanley Resor and Henry Flower Jr. entered 

a backstage huddle with Ernest Breech, exec. v.p. of Ford, and 
James Melton, star of the show. 


toy? 
4. 


JWT INTERNATIONAL—As they can at J. Walter Thomp- 
son, several world pathways crossed in the agency’s 
New York office corridors in November, 1953. In 
the encounter, along with Stanley J. Resor, presi- 
dent, were: John Russo, New York account repre- 


the dais waiting to begin. Several 
months ago, as Thompson execu- 
tives recall with horror, he kept a 
client waiting to see a campaign 
while a researcher checked with 
Columbia University as to whether 
a Pan-American phrase should 
read “removed the two last bar- 
riers” or “removed the last two 
barriers.” 


® Although no agency has probab- 
ly been more widely identified 
with research, Mr. Resor has often 
said privately to friends that “what 
made J. Walter Thompson great 
was good advertising ideas.” The 
rest, he indicated, with a depreca- 
tory wave of his hand to dismiss 
the research, merchandising and 
administrative empire around him, 
was “just plumbing.” 

Indeed, Mr. Resor’s preoccupa- 
tion with the creative side of the 
business was often enough to sug- 
gest that J. Walter Thompson Co. 
administered itself. “The fact is,” 
said one Thompson man earnestly, 
“that Stanley just doesn’t like ad- 
ministration. He does it in his odd 
hours.” He believed instead in a 
flexible, in-depth kind of manage- 
ment, made up of men with com- 
mon goals and varying experiences. 
He always declined to permit a 
table or chart of organization for 
Thompson to be drawn up; he said 
he didn’t like them. 


@® What he did believe in was 
“cross-fertilization,” a process in 
which JWT men were encouraged 
to talk to each other, to pick up 
one another’s slants on immediate 
and long-range problems. The 
agency was arranged on a princi- 
ple of back-stopping, with a core 
of Thompson executives assigned 
to work behind the contact and ac- 
count supervisors. The backstop- 
pers often eat in the Thompson ex- 
ecutive dining room; there has 
been for years a kind of informal 
Thursday luncheon at which top 
level problems are threshed out. 
These sessions—like the meetings 
of the operating group—are “more 
a forum than anything else.” 

In these sessions, much of J. 
Walter Thompson’s policy is 
formed. And Resor’s participation 
in them had something to do with 
his seldom appearing in public. He 
is seldom seen in restaurants or 
clubs or New York streets, and 
this has led to his reputation for 
aloofness. In a business wkere 
many an advertising executive 
desperately seeks the limelight, 
Resor preferred no personal pub- 
licity. 


® It was inevitable that he—and 
the agency so closely patterned on 
his personality—would acquire a 
reputation for stuffiness. A report- 
er who once mentioned that rep- 
utation to a Thompson man got a 
quick answer: “You’re confusing 
stuffiness with seriousness.” 

And there was never any doubt 
about Mr. Resor’s serious preoc- 


Peerbhoy 


cupation with the business in which 
he worked. He once wrote that, at 
the end of his first year in adver- 
tising, “I felt. sure I was in the 
right work. I have always liked 
it and I still believe that it offers 
a man an opportunity to make a 
good income and at the same time 
to do something constructive with 
his life.” 

This is, in many ways, a reveal- 
ing capsule. Of the good income 
there is little doubt in Mr. Resor’s 
case...the apartment in Manhat- 
tan, the house in Greenwich and 
the 8,000-acre cattle ranch in the 
Jackson Hole country in Wyoming 
all testify to it, as does Thompson’s 
redoubtable financial position. 

But of more regard, perhaps, is 
the evangelistic note about ad- 
vertising’s offering a man a chance 
to do something constructive with 
his life. Resor is known to be ap- 
palled by some latter-day connota- 


tions of advertising. He dislikes! 


Rodgers 


sentative; Michael Stiver, just returned from service 
as general manager of the Buenos Aires office; 
Ayaz Peerbhoy, account representative in the Bom- 
bay office, and John Rodgers, a director of the 
London company and a member of Parliament. 


corruptions of the name—“don’t 
ever refer to me as Stanley Resor, 
the adman,” he once told a friend 
on the New Haven platform. He 
has been known to say that he 
wished there were another phrase 
for advertising agency; Thompson 
men are not supposed to use the 
word “ad”; indeed, “advertising” 
is a word which does not appear 
on J. Walter Thompson letterheads, 
office doors or in its own copy. 

Nor does the agency like “tech- 
nical” advertising. In Thompson 
circles this kind of copy is called 
“personality advertising,” and once 
again the thinking of the agency 
was formed by Mr. Resor. 

For this reason, almost the best 
chance a young man had to talk to 
Stanley Resor was to betray in- 
terest in the possibilities of adver- 
tising’s being a great force for 
good. It was a subject of endless 
interest to Mr. Resor, and he was 

(Continued on Page 45) 


brief: 


The New Top Team at Thompson 
Here is the new top echelon of J. Walter Thompson Co. in 
Chairman: Stanley B. Resor, Yale ’01, president of the agency 


since 1916, joined in 1908. After tutoring at Yale decided against 
teaching, was successful door-to-door salesman, bank teller, 


machine tool salesman. Broke into advertising with Procter & 
Collier in 1904. One of the founders of the American Assn. of 
Advertising Agencies in 1917, served as its president in 1923-24. 
Active supporter of the Audit Bureau of Circulations, National 
Outdoor Advertising Bureau, Advertising Research Foundation, 
Advertising Council. Director of Sharp & Dohme, Putnam Trust 
Co., Scott Paper Co., and trustee of Greenwich Savings Bank. 
Trustee of St. John’s Hospital, Jackson, Wyo., Manhattan Eye, 
Ear & Throat Hospital, Associated Hospital Service of New York, 
Boys’ Club of America, McAuley Water St. Mission. In 1949 was 
named Advertising Man of the Year for 1948. 


President: Norman B. Strouse, public schools of Olympia, 
Wash., joined the agency in 1929 in San Francisco, became act- 
ing manager, after war service transferred to Detroit office 
where he became v.p. and in 1947 Detroit manager. Broke into 
advertising as salesman for Seattle Post-Intelligencer. In World 
War II enlisted as private, refusing commission, emerged as 
major after service with MacArthur’s headquarters. Has been 
on board of governors of Four A’s San Francisco chapter, presi- 
dent of the Advertising Golf Assn. in San Francisco, secretary- 
treasurer of NOAB, v.p. and director of Detroit United Founda- 
tion, v.p. of Detroit Central Business District Assn., and was 
active in the Detroit Economic Club, Sales Executives Club and 
Junior Achievement Clubs of Southeast Michigan. 


Vice-Chairman: Henry C. Flower, educated abroad and at Har- 
vard, joined the agency in 1928. Opened its Buenos Aires and Sao 
Paulo offices, was in charge of European offices, headquartered 
in Paris. Headed the Wall St. office when the agency had one, 
and has been in charge of its public relations department. He was 
one of the pioneer pilots in naval aviation in the first war, and 
served during World War II with Thomas B. McCabe in the 
Army-Navy liquidation commission. He is a director of Home 
Life Insurance Co. and of Children’s Village. 


Vice-Chairman: Samuel W. Meek, graduate of Yale, joined 
the agency in 1925 as manager of the London office, and is 
today in charge of Thompson’s far-flung international opera- 
tions. He was a captain in the Marine Corps in World War I, 
and a member of the Navy’s civilian advertising commission in 
World War II, winning a medal for merit and the Navy Dis- 
tinguished Public Service Award. He is a director of Time Inc., 
J. B. Williams Co., Greenwich Time, Greenwich Trust Co., and 
a trustee of Empire City Savings Bank. 

Both Mr. Meek and Mr. Flower have been v.p.s and directors 
of the agency for some years. 
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How to Succeed by Selling Rainbows 


Cannon had a colorful idea and sold it right—to women, 
through the top magazine for women, Ladies’ Home Journal 


In the early Twenties, Cannon Mills made a good white 
towel. But sales were modest, because the average family 
spent only $2 a year for towels. 

Then Cannon decided to sell rainbows. 


Cannon began making towels in colors—bath towels, hand 

towels, wash cloths, bath mats—in every color of the rainbow. 

a In 1924, Cannon was ready to present this idea to women. 

A They picked Ladies’ Home Journal to carry their first ad- 
tg vertising exclusively. 

ae Cannon’s first preference poll indicated that only 8% of 


a American women preferred Cannon towels. But in 1954— . 
ae after 30 years of Journal pages—no less than 83% said they Cannon’s N. Y. Showroom is filled with 


“Go-together” Cannon Colors help customers select 
related colors from all Cannon lines: sheets, towels, 
bedspreads, draperies. 


a ideas retailers can use to promote Cannon 
Prey. preferred Cannon. merchandise. “What color is your bath- 
: At the end of this rainbow was Cannon’s pot of gold. room?” Cannon urges retailers to ask cus- 


tomers. Using the Cannon color chart, 
customer can select matching or contrast- 
ing towels. 


“We can’t afford to be without the Journal,” 
says Stanley Phillips, President of Cannon Mills, Inc. 


“When Cannon began national advertising, we used 


. the Journal first. And, at first, we used only cop iat Rewatting ms stresses appeal of towels as a 
@: antes “The - one Ginnie y ome decoration, appeal of Cannon name as 
. rnal response rific . : standard of high quality. Cannon ads have appeared 
The more we advertised, the higher Cannon in the Journal longer than in any other caaneainn. 


towels soared in women’s preference. Today, 
we can’t afford to be without the Journal.” 


Never underestimate the power of the No. 1 magazine 


A CURTIS PUBLICATION 
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Latest ABC figures show..." (MJ GUIDE 1 FiRST eey : 


The magazine circulation picture is different today. 

In the two years since TV GUIDE has become a national 
magazine, it has moved swiftly and surely to first place 
in sales on the newsstand. 


Here is how people are now buying magazines 
at the newsstand: 


Average Sales by Newsdealers 
Publishers’ Interim Statements to ABC 


First Quarter 1955 


1. TY GUIDE 2,378,064 
2. Ladies’ Home Journal 1,733,906 
3. Saturday Evening Post 1,547,309 
4. True Story 1,454,346 
5. Better Homes and Gardens § 1,382,157 
6. McCall's 1,367,313 
7. True Confessions 1,228,941 
8. Woman's Home Companion 1,152,680 
9. Life 1,043.264 
10. True 1,002,852 


TV GUIDE is the largest selling weekly magazine 
in Supermarkets and Drug Stores. Total Net Paid 
A.B.C. circulation for the first quarter of 1955 

is 3,014,966 . . . read and used in the home every day 
... Seven days a week. 
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The magazine advertising picture is different, too. Leading advertisers have been quick to 
take advantage of this new kind of magazine. 


Here is a partial list of national advertisers in TV GUIDE: 


American Telephone & Telegraph Co. Miles Laboratories, Inc. 


American Tobacco Co. The Murine Co. 


Cats Paw Rubber Co. Radio Corporation of America 


Chrysler Corporation Rockwood & Co. 


Eastman Kodak Co. Seagram-Distillers, Inc. 


Elgin National Watch Co. Tampax, Inc. 


General Motors Corporation Texas Co. 


Gillette Safety Razor U. S. Steel 


Liebmann Breweries, Inc. Webster Electric Co. 


P. R. Mallory & Co. Whitehall Pharmacal Co. 


Zenith Radio Corp. 


TV GUIDE’s growing circulation, unique flexibility and local impact provide a valuable new 
tool in helping solve today’s marketing problems. 32 editions now serve 113 of the 
165 standard metropolitan markets. Check with any TV GUIDE advertising office, including: 


NEW YORK SAN FRANCISCO 
488 Madison Ave. 821 Market St. 


SION MAGAZINE 


PLaza 9-7770 
CHICAGO 


6 N. Michigan Ave. 


RAndolph 6-9470 


PHILADELPHIA 
302 N. 13th St. 
LOmbard 3-5588 


YUkon 2-0166 


DETROIT 
76 W. Adams Ave. 
WOodward 2-5115 


LOS ANGELES 


1540 N. Vermont Ave. 


NOrmandy 2-3101 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertisin 
(DE 7-5200), 480 Lexington Ave. 
Washington 


GROOMES, treasurer. 


Publications, Inc., 200 E. Illinois St., Chicago |! 

ew York 

4, D. C. (RE 7.7659). G. D. CRAIN JR., president and publisher. S. 
BERNSTEIN, ©. L. BRUNS, J. C. GAFFORD, G. D. 


17 (Plaza 5-0404), National Press a 
LEWIS, vice-presidents. C. B. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Association, National Business Publications. — 


EDITORIAL 


Editor, S. R. Bernstein 

Executive Editor, John Crichton 
Managing Editor, Jarlath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard, Milton 
Moskowitz. Chicago: Murray E. Crain, Al 
Stephanides, Lambert S. Botts 

Staff Writer: Shirley Ullman 

Editorial Production, F. J. Fanning 


ADVERTISING 


ertedivag B Director, Jack C. Gafford 
Manager Sales and Service, SG. D. Lewis 
Assistant Manager Sales and Service 
William Hanus 

Advertising Production Manager, 
George F. Schmidt 

New York: James C. Greenwood, John 
P. Candia, Harry J. Hoole, David J. 
Cleary Jr., Louis DeMarco, William Laurie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
1709 _W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager, Gene A. 


ling, James March 
Simpson-Reilly Ltd., 


San Francisco (3): 
703 Market St., Richard McCarty, Mgr. 


Librarian, Elizabeth G. Carlson 
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Here Advertising Can Serve 


We have been reading the newspapers, and we are sick at heart. 
It is not the state of Asia, or Russia, or who is violating whose sov- 
ereign air rights over the Bering Strait, that upsets us at the moment. 

No. What makes us sick at heart is the domestic news. The news of 
vandalism in our schools, of murder, of rape, of mayhem. The news 
of juvenile delinquency, of adult misbehavior, of psychopathic ac- 
tions, of total disregard for all the common decencies that are sup- 
posed to be the very warp and woof of what we call civilization. 

Atomic bombs? The Red peril? The threat of internal subversion? 
All of these are serious. But the most serious threat to American life 
and to civilization as a whole must lie in the increasing degradation 
of our standards of simple morality, our increasing willingness to 
put up with standards of conduct which are tearing our civilization 
apart, our growing apathy toward the kind of conduct that once 
would have shocked us into quick and militant action. 

America can survive any attack from without. It can and will sur- 
vive any subversive attacks from within. But it cannot survive the 
degradation of its own people, and the wearing away of those moral 
fibers built up painfully through milleniums of philosophic and re- 
ligious thought. It cannot survive as a civilization if the lawlessness 
and senselessness and utter contempt for decent human behavior and 
the rights of others which are so large a part of the current scene 
are to continue. A return to widespread standards of human decency, 
honor and integrity, a redevelopment of moral values, a rebirth of 
true social consciousness—this is the one great problem that faces 
all of us. 

Here is an enormous challenge and remarkable opportunity for ad- 
vertisers and advertising. Here is the campaign above all campaigns 
that should engage the attention of The Advertising Council. Here is 
the campaign upon which all other campaigns in the public interest 
must rest. Here is the campaign that should engage the interest, at- 
tention and devotion of everyone in advertising for all time to come. 

A large order? A difficult task? Of course! But can anyone calcu- 
late the enormous moral and spiritual benefits that can accrue from 
such an effort? Can anyone overlook the tremendous practical and 
economic benefits that can result from a reduction in crime and 
vandalism and juvenile delinquency—from greater honesty and in- 
tegrity and respect for the rights of others in American life? 

Advertisers can do an amazingly effective job in this area because 
one of the truly significant human urges is the urge to be well thought 
of by one’s fellow men—to have the respect and admiration of one’s 
peers. And too many acts of delinquency and savagery—both juvenile 
and adult—result frgm twisted and misguided attempts to win stature 
in the gang or the group by acts that are socially degrading and 
morally wrong. 

Advertisers can help to change the “style” in morals. They can 
help to make unsocial acts unfashionable, if you will, and they can 
help to make it fashionable and acceptable to be a good citizen, a 
thoughtful neighbor, an honest, useful member of society. 

Advertisers who can successfully add enormous psychological value 
to a motor vehicle with strips of chrome, and increase the saleability 
of a cake of soap wrapped in gold foil, can likewise make it fashion- 
able and desirable to be a good citizen, to avoid lawbreaking, to stop 
tolerating unsocial conduct in others. They can make it fashionable 
to live decently, to help America achieve new high standards of 
morals and ethics at the same time they are helping America achieve 
new high standards of physical living. 

What an opportunity! What a challenge! To fight the good fight in 
which all decent people believe. To nurture a civilization and a way 
of life which so well deserves nurturing. To fight valiantly on the 
side of the angels! 


Gladys the beautiful receptionist 


—J. E. Hilsher, American Chain & Cable Co., Wilkes-Barre, Pa. 


= 


“He told me to look in the Alice Chalmers file, but he didn’t say 
where she keeps her files.” 


What They're Saying 


Pay TV ‘Inevitable’ 


ible economic forces make some 
form of pay television inevitable. 
Experience shows that more and 
more quality programs—particu- 
larly in sports—are being with- 
drawn from sponsored television. 
Good and current motion pictures, 
the tested favorite entertainment 
of the public over a period of many 
years, still cannot be supported on 
the economic base of sponsor fi- 
nanced television. There can no 
longer be any doubt that sponsor 
dollars alone cannot widen the 
horizons of television to fulfil its 
bright promise. Only pay television 
can fill the void, broaden tv’s eco- 
nomic base and give the public the 
kind of quality entertainment and 
cultural attractions that the medi- 
um can provide. 

We do not believe that pay-as- 
you-see tv means the end of the 
motion picture theater. We believe 
that the desire of the public “to go 
out” and receive the kind of emo- 
tional and visual effects that the 
theater can offer will sustain satis- 
factory levels of motion picture 
theater income. 


—Barney Balaban, president, Para- 
mount Pictures Corp., speaking at the 
annual stockholders’ meeting. 


Superior to Counting Sheep 

Personally we find television far 
superior to counting sheep in the 
treatment of insomnia, but this is 
probably not typical. Without con- 
ducting an actual poll, it is our 
horseback hunch that the hunch- 
backed hypnotics addicted to tv 
looking are a rather temperamental 
lot. Non-addicts, of course, con- 
sider television responsible for 
everything from astigmatism to 
juvenile delinquency. 

It seems a bit unfair to pick on a 
crazy, mixed up adolescent like tv, 
so let’s defer judgment even re- 
garding the commercials, which 
average no worse than the alleged 
entertainment. Some of the scream- 
ing and repetition is pretty hard to 


in the advertising field doubtless 
realize this. It so happens that our 


first love, professionally speaking, 


It now seems clear that irresist-| 


take, but our schizophrenic friends | 


was advertising. We still consider 
it the most fascinating and frus- 
trating pursuit in the world. It 
isn’t easy to grind out ads or com- 
mercials that are original, digni- 
fied, subtle and dynamic all at one 
time. They must also sell widgets, 
and widget makers are not always 
attuned to fine cultural distinc- 
tions. 


—Herbert A. Leggett, v.p., Valley 
National Bank, Phoenix, and editor, 
— Progress,”’ published by the 


Those Last Three Feet 

Many advertisers lay out ex- 
tensive budgets to cover standard 
media—very necessary of course— 
but they forget about the last 
three feet that separate the cus- 
tomer from the sale. 

That is the final distance the 
product has to go before the cash 
register rings. What good is it 
when a company tells the con- 
sumer they make the finest prod- 
uct in the world, excites her imag- 
ination and gets her humming jin- 
gles if, at the point of sale 
someone else’s product reaches out 
and says, “Hey, buy me’? 

There’s no magic in advertising 
that can overcome a competitor’s 
advantage at the point of sale. We 
know that advertising pre-inter- 
ests, pre-enthuses and pre-condi- 


tions, but it doesn’t sell a thing. 
—G. A. Meen, advertising manager, 
Christie, Brown & Co., Toronto, 
speaking before the packaging ses- 
sion, 40th annual meeting, Assn. of 
Canadian Advertisers. 


‘The New Bigamy’ 

The married woman in business 
must have the tact of a diplomat, 
the wisdom of the ages, and the 
stamina of a horse to keep both 
the men in her life happy. As 
time goes by, more and more 
women are successfully and hap- 
pily combining marriage and a 
business career by the simple 
expedient of a little juggling here, 
a bit of sleight-of-hand there, the 
use of a few old mirrors and a 24- 


hour day. 
—Inez Robb, columnist for Scripps- 
Howard Newspapers and United Fea- 
tures, speaking at the 18th graduation 
luncheon, Tobe Coburn School for 
Fashion Careers, in New York. 


Advertisiny Age, July 4, 1955 


Rough Proofs 


Ethyl’s promotion of the idea of 
driving automobiles more to re- 
duce mileage costs will be suc- 
cessful if it can provide a little 
more parking space. 


“That DeBeers advertising suc- 
cessfully interprets the language 
of love,” says N. W. Ayer, “is 
evidenced by the continued rising 
level of diamond sales.” 

Maybe the continued rising lev- 
el of engagements and marriages 
helps a bit, too. 


“Dad wears the pants,” remarks 
the SEP, “but mother has to okay 
them.” 

And so she knows exactly where 
each one of his pockets is located. 


- 

“It should be remembered,” re- 
ports the Public Health Service, 
“that some of those who quit 
smoking recently may start again 
at some future date.” 

And it will be all right with the 
Tobacco Industry Research Com- 
mittee if they do. 


“Fashion,” philosophizes Es- 
quire, “begins with the fashion- 
minded few.” 

Like the admen who have pop- 
ularized charcoal suits and pink 
ties? 

. 

“Oldsmobile Buys Patti Page,” 
headlines the world’s greatest ad- 
vertising journal. 

The reference is in the strictly 
professional sense, of course. 

- 

“A profound and enduring dis- 
satisfaction with things as they 
are” is necessary to the creation 
of an idea, says Dr. Henry B. Hass. 

And that’s what admen mean 
when they talk about obsolescence. 


Crane Co. ran a 100th anniver- 
sary ad in the 100th anniversary 
edition of The Iron Age, reports 
AA. 
Hold the copy and plates for 
the next centennial edition in 
2055. 

. 

Looks as if the English edition 
of the Ford will stay right where 
it is, as Ford Motor’s Dr. Theo- 
dore A. Anderson says the Ameri- 
can public wants still bigger cars. 


. 

H. J. Heinz has the smart idea 
of bringing out canned foods pre- 
pared especially for older people, 
but the not so smart idea of call- 
ing them the “geriatric line.” 


. 

According to the new book of 
Edward J. Hegerty of Westing- 
house, the biggest problem ‘of 
sales managers is selling their own 
salesmen. 


ss 
Dr. Thomas Francis Jr. has 
the common sense idea that busi- 
ness should get behind the new 
foundation which hopes :to make 
the common cold a lot less com- 
mon. 


2 
The main trouble with the New 
York Giants this year seems to 
be that the members of the team 
spent too much time during the 
winter reading their clippings 
about the 1954 World’s Series. 


Copy Cus. 
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if you 
want 
action 


In an 
$8 billion 
arket 


pick 
The Inquirer! 


Automotive advertisers know THE INQUIRER means Action. 
Last year their confidence was translated into 1% million lines of 
automotive advertising in THE INQUIRER ... with added power 
from INQUIRER extras: the full Colorama section of new models 
... the industry’s traditional INQUIRER TV-Auto Show... the 
INQUIRER quarterly report, “Automotive Facts.” Editorial and 
merchandising extras make THE INQUIRER FIRST FOR 
ACTION in Delaware Valley, U.S.A. 
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Big Industries Expand in 
DELAWARE VALLEY, U.S.A. 


$372,000,000 in industrial expansion in 


1954, with even more building planned ° ° . 
for’55! Means bigger incomes, increased ¢ ¢ la i wirer 
spending in the World’s Greatest Indus- 


trial Area—with annual buying income 


now over $8 billion! Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES PITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Appleton Post-Crescent: 

The Declaration of Independence, composed b 
a handful of patriots, principally Thomas Jef- 
ferson and John Adams, was a unique document 
in several ways. But perhaps its most revolu- 
tionary precept, and one most important to us 
today, was its concept of government. “We hold 
these truths to be self-evident . . . (1954). 


The Baltimore American: 

Philadelphia, July 4, 1776 — This is a fateful 
day in the lives of Americans. At stake is their 
liberty. The day is hot and muggy with a threat 
of rain. But the air is charged with freedom. The 
Baltimore Sunday American, founded in 1773, 
reported the events of that day... 


Baton Rouge, La., State-Times 

We Americans find it easy to look around at our- 
selves, 165 million strong, and think how nice 
it is to be free. On Independence Day the natural 
tendency is to be self-congratulatory, to be 
proud of what someone else won for us nine- 
score years ago. The... 


Beaumont Enterprise: 

The Declaration of Independence is 179 years 
old today. Have we kept faith with the ideals it 
expresses? Yes, we could look the signers of the 
Declaration in the eye if they were to return 
today and assure them that not only does Ameri- 
can independence live but Americans. . . 


Beckley Post-Herald & 

Raleigh Register: 

On this Independence Day there is considerable 
two-way peeking through the cracks in the Iron 
Curtain. The West is looking for signs of victory 
in the cold war. Russia is seeking an opening 
through which Allied calmness and courage may 
be displaced by compromise and complacency. 
Physical signs. . . 


The Daily Herald, Biloxi-Gulfport: 
Time: July 4, 1955. Place: Mississippi. It is the 
179th anniversary of the U.S. Declaration of 
Independence. And under a new set of rules, we 
find Mississippi industry building ramparts for 
its own revolution . .. a trend toward keeping 
more of her raw materials at home for local man- 
ufacture... 


The Charleston, W. Va., Gazette: 
July Fourth is more than just a date commem- 
orating the Declaration of Independence, for 
over the years it has become a symbol of free- 
dom to millions of Americans whose knowledge 
of the actual historic significance of the date is 
at best hazy. It is one day in the... 


The Chicago Tribune: 

The newspaper is an institution developed by 
modern civilization to present the news of the 
day, to foster commerce and industry, to inform 
and lead public opinion, and to furnish that 
check upon government which no constitution 
has ever been able to provide. 

(Definition of a newspaper by Colonel McCormick) 


The Cincinnati Enquirer: 

It is difficult—if not altogether impossible—for 
the present generation of Americans to visualize 
our land merely as a little colony of the old 
world. So accustomed have we grown to the fact 
that the United States of America is the richest, 
most comfortable, most powerful, most. . . 


The Dallas Morning News: 

From time to time, here and there in this often 
harried, wearied world, men take their lives in 
their hands in the name of freedom. Men have 
risen in rebellion agzinst the shackles of alien 
religion, government or domestic tryanny. Not 
always are they right. Not always are .. . 


The Detroit Free Press: 

Today America arrives at its 179th July 4th 
since that date was written so tall in freedom’s 
history. If any holiday which derives its signifi- 
cance from the determination of courageous 
men to cast off tyranny, this day is the one be- 
yond all others. Yet somehow July 4th has... 


Elgin Daily Courier-News: 

It is good to reflect on this eve of the 179th an- 
niversary of the Republic’s founding that in 
every hour of historic decision America’s for- 
tunes and America’s future have been placed in 
the hands of Almighty God. The founding 
_— in signing their names to the Declaration 
ee 


Southwest Times Record, Fort Smith: 
Water control and conservation, river bank sta- 
bilization, liquor option vote only at general 
state elections, school bond issue . . . small bat- 
tles perhaps, but vital in the continuing fight 
for liberty, and perhaps ignored except for the 
efforts of the Southwest Times Record. Freedom 
is easily lost and not so easily won . . . 


Grand Forks Herald: 

This is the Fourth of July, a day commemorat- 
ing the event that gave us the decisive impetus 
to win for ourselves the freedom of individual 
and nation that is unequalled elsewhere in the 
world. There are among us now a considerable 
number of people, many of them in... 


The Daily Sentinel, Grand Junction: 

It is a hundred and seventy-nine years since the 
Declaration of Independence was signed by our 
colonial forebears, and in that signing pro- 
claimed to the world the birth of a new nation. 
That nation has so grown and progressed that 
today it has become the greatest exemplar of .. . 


The Greensboro News and Record: 

If there’s a star-spangled anniversary on our 
calendar it’s July 4... Truly, the anniversary 
is a “grand and glorious” occasion! It is “grand” 
because of the meaning given to the world by 
the drama of our forefathers forgetting them- 
selves in blind dedication to a mammoth purpose 
—freedom from tyranny ... (Record) 


Greenville, $.C., News & Piedmont: 
The greatest editorial ever written on the sub- 
ject of freedom was approved by the young Con- 
gress 179 years ago today. It is fitting that we 
who have seen the fruits of the Declaration of 
Independence down through many generations 
re-read today the preamble and closing para- 
graph of... 


The Hartford Courant: 

One hundred and seventy-nine years ago a 
group of Americans held certain truths to be 
self-evident. Maybe they are self-evident now 
as then, though sometimes it doesn’t seem so. 
In its day the Declaration was heard around the 
world. And its echoes do still reverberate, in 
distant... 


The Herald-Advertiser, Huntington: 

The national debt can not be calculated in dol- 
lars alone. Every generation of Americans owes 
a payment on the price of freedom. A people 
today too much concerned with personal eco- 
nomic security and forgetful of the lessons of 
history . . . should observe Independence Day 
by solemnly rededicating themselves to... 


The Houston Chronicle: 

One hundred and seventy-eight years ago a 
group of great men gathered at Philadelphia in 
the Continental Congress. These men were 
filled with indignation. A tyrant king was op- 
pressing the American Colonies. These men 
were filled with courage. The Colonists num- 
bered only about 3,000,000 souls, but they ... 
(1954). 


The Kalamazoo Gazette: 

July 4th should be a big day. To our forefathers, 
it was the biggest of all days. It still pulses with 
life, despite the years that have passed since 
the Revolution. The best thing we can do on this 
day is to recapture some of its ancient spirit . . . 


Sunday News, Lancaster, Pa. 

The A-bomb has caught up this July 4th with 
the “shot heard round the world”. Today we’re 
firing another shot—an atomic power shot-in- 
the-arm. No doubt of its being heard, and re- 
corded on the same bright page of freedom that 
marked the first in 1775. Although both repre- 
senta... 


Independent, Press-Telegram, 
Long Beach, Cal.: 


Desire for independence is a basic trait of hu- 
man nature. We see it in the child when he takes 
his first faltering steps and pushes aside the 
hand that would support him. In the youth when 
he pulls away from home and strikes out to earn 
his own... 


The Lowell Sun: 

An ultimatum against tyranny was signed 179 
years ago in Philadelphia. It was an instrument 
of men dedicated to freedom; men who rejected 
enslavement as a way Of life. On this Fourth of 
July, almost two centuries after our forefathers 
took their courageous stand, the Declaration of 
Independence... 
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On these two pages— — 
with the first 48 words | 
from Independence Day 
editorials of as many _ 
newspapers— 

we celebrate that 
eternal vigilance which © 
newspapers exercise 
in their communities | 
and in the nation, —_y 
and which is the core of 
newspaper influence 
everywhere 


The Lynn Daily Evening Item: 

From the earliest days of this nation, its news- 
papers have spoken out boldly for freedom. 
They have been in the forefront of every battle 
for human liberty from pre-Revolutionary days 
to the present struggle against Communist slav- 
ery and the diabolical effort to imprison men’s 
minds in Godless statism ... 


Marshall, Tex., News Messenger: 

“T pledge allegiance to the flag of the United 
States of America anc to the Republic for which 
it stands, one nation, under God, indivisible, 
with liberty and justice for all”—and accept in- 
dividual responsibility that Marshall and East 
Texas shall contribute to preservation of our 
cherished rights . . . 


The Commercial Appeal and 
Memphis Press-Scimitar 

Let’s be humbly and completely grateful that 
Americans still think enough of freedom to 
strive for it and to die for it—not for . . . (Com- 
mercial Appeal) ... In this year, the Fourth of 
July stands as a reminder that freedom will 
never be lost to men brave enough to fight for 
... (Press-Scimitar). 


Miami Daily News: 

The Fourth of July celebration of the anniver- 
sary of the Declaration of Independence is still 
an occasion for the patriotic orators. In the wel- 
ter of words heard over the years, much of their 
attention has been paid to the Constitution and 
“the more perfect union” we know today .. . 


Minneapolis Morning Tribune: 
Independence was the rallying cry when this 
nation was born. Independence from all tryanny 
is still our watchword as a great and free people. 
But independence alone can no longer adequate- 
ly express this nation’s status in the world com- 
munity. The time has come for a declaration of 
interdependence .. . 


The Muncie, Ind., Evening Press: 

Freedom. Liberty. Just mere words? Meaning- 
less? We don’t think so and we firmly believe 
the present generation has a greater realization 
of their meaning than any other generation since 
the days of our Founding Fathers. Certainly 
those American boys who were confined in 
filthy concentration camps in Germany, Red... 


The Times-Picayune 


New Orleans States: 

Of all our holidays, tomorrow and every July 
4 is most exclusively a United States observ- 
ance. This will be the 179th celebration of the 
overt act by which the colonists agreed to sacri- 
fice—and many did so sacrifice—their material 
blessings and well being in behalf of freedom... 


Ogden Standard-Examiner: 

An editorial writer who reviews American his- 
tory hoping to find inspiration for a Fourth of 
July editorial is struck by the fact that the re- 
strictions King George’s Government inflicted 
upon colonists in the years prior to the revolu- 
tion, were mild compared with those the Soviet 
Union imposes... 


The Herald-News, Passaic-Clifton: 
The Day dawned still and hot. On the mile-long 
peninsula that juts into Boston Harbor the mili- 
tia had toiled since midnight digging a redoubt 
on Breed’s Hill. They were tired. They were 
hungry, and there were no provisions. As soon 
as the British fleet spotted the earth fortifica- 
tions... 


The Peoria Journal Star: 

Of all the holidays we celebrate the one with 
the most significance from a national standpoint 
is Independence Day—the Fourth of July. In 
former years this day was celebrated in a bois- 
terous enthusiasm which is less present today. 
No more do we have the patriotic parades, the 
exploding fireworks... 

The Arizona Republic, Phoenix 

When a comparative handful of Americans cast 
off the yoke of colonialism on this date in 1776, 
they were doing a great deal more than re- 
nouncing such immediate harassments as op- 
pressive taxation and sedition laws. They were 
declaring independence in its fullest sense and 
they quite ... (1954) 

Portland, Me., 


Press Herald and Evening Express: 
So here it is again, the Great Glorious Fourth, 
the 179th anniversary of the peal that cracked 
the Liberty Bell in Philadelphia. This is the day 
from which we should all look back with real 
understanding and appreciation to the coura- 
geous leadership of the “Signers” . . 


The Providence Journal-Bulletin: 

In seeking access to monthly reports submitted 
to the North Providence School Committee by 
the town school superintendent, the Journal- 
Bulletin is only invoking the right of the people 
to know how the public business is being man- 
aged by a public agency. The monthly reports, 
commonly treated elsewhere as public records 


The Roanoke Times and World-News: 
One hundred and seventy-eight years ago today 
the Second Continental Congress adopted a 
statement setting forth the inalienable rights of 
man. It was drafted by a scholarly, redheaded 
Virginian with a flaming hatred of tyranny. 
Thomas Jefferson’s Declaration of Independ- 
ence asserted the rights of free men were the... 


Democrat and Chronicle, Rochester: 
The wonder of 1776 was that the hesitant were 
so few that, from the very start, so many dele- 
gates were willing to stand and be counted on 
the side of freedom despite all the risks and 
sacrifices entailed . . . 


San Bernardino Sun-Telegram: 

The Fourth of July isn’t just a backdrop for the 
red glare of rockets—it’s a reminder of the price 
of freedom. Some say the price is vigilance, oth- 
ers, interest. Whatever the word, it preserves 
the light of liberty in the midst of the darkness 
that is around ... 


St. Joseph, Mo., News-Press: 

Every era restudies the American Revolution. 
Today let us consider how in the face of the facts 
of history, it seems the hand of God guided the 
American people all through our eventful his- 
tory. This Providential hand was seen as early 
as Jamestown in 1607, through the grave years 


St. Louis Globe-Democrat: 

Today marks the 178th anniversary of the adop- 
tion of the Declaration of Independence by the 
Second Continental Congress meeting in Phila- 
delphia. The approval of the document, which 
announced the severance of ties with Great 
Britain, was voted unanimously by representa- 
tives of 12 of the original 13 .. . (1954) 


St. Paul Dispatch-Pioneer Press: 

179 years ago, the battlefields of Bunker Hill 
and Lexington soaked up the blood of the men 
who died in America’s fight for independence. 
Today, young Americans still shoulder their 
arms in the far-flung corners of the world— 
guarding that independence. Are firecrackers 
and picnics the only way... 


The Shreveport Times and 
Shreveport Journal: 

There is so little independence among other 
people of the world today that America’s torch 
of liberty shines all the brighter on this, the 
179th anniversary of our own independence as 
a nation. Like a ray of sunshine filtering through 
the cracks of a darkened attic, the light from .. . 


Sioux Falls Argus-Leader: 

Amid the cannonading of firecrackers, the glow 
of Roman candles and the blaze of skyrockets; 
on the trip to and from the lake shore; or in the 
quiet seclusion of a backyard, may we strive to 
recapture a measure of the spirit that gave birth 
to this... 


The South Bend Tribune: 


Tomorrow is National Debt Day. July 4th is, 
after all, very much a day of debt. It marks a 
dual debt, to God and the handful of hardy souls 
who risked everything—their “lives, fortunes, 
and sacred honor’—for a set of principles too 
much taken for granted today... 


Washington Post and Times-Herald: 
The band played “The Star-Spangled Banner”, 
and members of the audience, their spines 
tingling, saw columns of marching men, fleets 
of battleships, formations of flying jets. Let us 
for a change not make the usual patriotic inven- 
tory of military triumphs of our young men. 
Rather, let us... 


The Wichita Eagle: 


Towering above the unthinking noise and frol- 
icking of today is the unquenchable impulse 
toward freedom. Our ancestors won it for us 
179 years ago. We maintain it against every chal- 
lenge of power. Its potent force among all peo- 
ples hems in the threatening tyrants more surely 
than air bases... 
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Business Paper Success Story... 


Agency Sold Empire on Five-Year 
Business Paper Drive for Brushes 


Port Cuester, N. Y., June 28— dusters, 


Despite its slogan, “All your 
brushes from one dependable 
source,” and despite a growing 
business in brushes, Empire 
Brushes Inc. had never done much 
business paper advertising until 
Zlowe Co., New York, got the ac- 
count in September, 1953. The 
company’s business in its varied 
line of brushes is handled entirely 
through the retail trade, but the 
company’s advertising to jobbers 
and dealers had been spasmodic 
and limited. 

The agency, however, believed 
in the use of business papers for 
this type of account, and sold 
President Jack Gantz on it. When 
the matter was up for discussion 
at a meeting attended by the com- 
pany’s executives and its division 
sales managers, he put over all of 
the arguments in favor of the pro- 
posed program, including his own 
assurance that adequate funds 
would be provided for the adver- 
tising of all of the divisions. These 
are: maintenance (formerly called 
janitors’) supplies, hardware- 
household, personal, drug stores, 
export and supermarkets. 


ws The plan recommended by the 
agency and adopted by the com- 
pany called for a consistent busi- 
ness paper program to run for five 
years, backed up by equally con- 
sistent direct mail to the jobbers in 


the various trades involved. Since |! 


this called for a substantial ex- 
penditure for handling and mail- 
ing, a plan was worked out by 


which a year’s mailings were pro- || 


duced in advance, to be mailed on 


a leisurely schedule by the com-|' 


pany’s own mailing department. 


This worked very well, and the | 


direct mail campaign has been one 


of the important factors in the suc- || 
especially | | 
since it used reproductions of much | | 
of the advertising, making doubly |} 
sure the jobber got the message. |} 


cess of the program, 


The same material was sent to 
every member of the sales force, in 
all divisions, so that they were kept 
fully informed of the progress of 
the campaign. 

The mailing program covered 
2,100 maintenance-supply jobbers, 
1,400 household equipment and 
hardware jobbers, 475 shoe-find- 
ings jobbers, 1,425 variety-store of- 
fices, and 175 supermarket general 
offices. There were also mailings 
by some of the business papers 
used to various lists furnished by 
them, so that this method of mer- 
chandising the campaign was in- 
tensively enjoyed. 


@ Empire has over 450 different 
brushes. These are broadly classi- 
fied as floor and street brushes, 
window and fountain brushes, 


ie 
Be 


i: Brings You 
~The Best 
_ STREET BROOM 


. Boer Made! 


cette. | 


/ 


1/1956 advertising, 


(EMPIRE > | 


scrubbing and waxing 
brushes, glass cleaning and san- 
itary brushes, household brushes, 
painters’ and paperhangers’ 
brushes, shoe brushes, personal 
brushes, animal brushes and spe- 
cial purpose brushes. 

Typical copy in the business pa- 
pers features a single item, with an 
illustration and a detailed descrip- 
tion. For example, a page in color 
in Sanitary Maintenance devoted 
to the street broom was headed 
“Empire brings you the best street 
broom ever made!” and describes 
it this way: “This professional 
street broom sweeps cleaner and 
faster. Emprene plastic bristles 
have less drag, far outlast natural 
fibers. Won’t rot, mat or mildew. 
Resist common solvents. Used in 
street departments, factories, 
farms, dairies. Wide flared ends 
permit cleaning close to curb. A 
cinch to keep clean. Lighter weight 
broom is less fatiguing to use. A 
great timesaver. Stuffers are avail- 
able for you to mail to your cus- 
tomers.” 


® Another sales message, devoted 
to a less highly-specialized item, 
ran aS follows, in the papers reach- 
ing the grocery trade: “Housewives 
have a crush on this brush—Em- 
pire plastic scrub. A proven profit 
maker. Attractive—has honey ma- 
ple block and sparkling white plas- 


JUST SET 'EM UP 
| AND WATCH ’EM SELL 
ATA HIGH, WIDE 
AND HANDSOME PROFIT... 
| FOR YOU! 


ae 
| giemow goes @ bang way © pou bowie mares deat” 


tic bristles. Durable—stays stiff 
even when soaked. Won’t rot, mat, 
mildew or absorb odors. Packed 
either one dozen to plain carton, or 
six dozen to master carton with 
each dozen in display box.” 

The five-year plan got going in 
February, 1954, schedules begin- 
ning in July. In line with the agen- 
cy’s idea of a carefully-prepared 
and consistent campaign, the copy 
was ready by June for all inser- 
tions up to the following May, 95% 
of it, according to Leonard Spring, 
account executive, being plated 
and in the hands of the publica- 
tions in June. 


® “The response has been three- 


@ \fold,” Mr. Spring told AA. “The 


isalesmen have felt for the first 


Sl \time that the company was solidly 


x ‘backing them up, receipt of all of 
| the mailings keeping them sold on 


| the continuous campaign and 
making them eager to cash in on 
it. The jobbers were made ac- 
'quainted with the fact that the 
campaign to their retail customers 
was running, and were easier to 
get to and sell. And the retail trade 
was highly receptive. Results were 


|/what the company has conserva- 


tively termed very healthy. Plans 
are well under way for the 1955- 
on a_ broader 
scale, with few if any half pages 
/and more pages in color.” 

The company’s advertising de- 
| partment is headed by John Lam- 


Loomis 
Wellman 


Davis 
Kizer 


Prechter 
Cleary 


MUTUAL ELECTS—Newly elected officers of Mutual.Transportation Ad- 
vertising Inc. are Joseph E. Wellman, president (reelected), Frank 
J. Cleary, secretary; T. L. Kizer, director and member of executive 
committee; Wesley H. Loomis III and Hugh Philbin, both directors 
and executive committee members; George W. Prechter Jr., execu- 
tive committee member, and Harrison Davis, v.p. Missing from the 
picture are Joseph H. Batchelder, executive committee member, and 
Tom O’Ryan, elected to a newly created office of v.p. in charge of 
merchandising and sales for national advertising, New York and 
Chicago. 


bert, who succeeded Andrew Takes 
last October. Mr. Spring, the Zlowe 
account executive, is an enthusias- 
tic practitioner of his craft, being 
instructor in the advertising course 
at City College of New York, where 
he has often used as material for 
his classes some of the work he 
has done for Empire. 

One evidence of the company’s 
confident activity has been its 
going into the national observance 
of Hardware Week, April 15-23, 
sponsored by the Independent Re- 
tail Hardware Assn. of Indiana- 
polis. 

The list includes American Ex- 
porter, Chain Store Age (grocery 
and variety-store editions), Hard- 
ware Age, Housewares Review, 
National Housewares Directory 
(annual), Sanitary Maintenance, 
Shoe Service and Super Market 
Merchandising. 


EDWIN A. SCOTT 


TARRYTOWN, N. Y., June 28—Ed- 
win A. Scott, 77, board chairman 
of Scott-Choate Publishing Co., 
publisher of business papers in the 
heating, plumbing and air condi- 
tioning fields, died June 26 after 
a long illness. He was also presi- 
dent of the Edwin A. Scott Pub- 
lishing Corp. here, which publishes 
technical books and manuals in 
the same fields. 

Born in Cardinal, Ont., Mr. Scott 
came to the U. S. in 1900. While 
working in a foundry, he attended 
engineering classes at Columbia 
University. In 1907 he joined the 
editorial staff of the Metal Work- 
er, Plumber & Steamfitter, and 
was managing editor from 1911 
to 1914, when he resigned to join 
the circulation department of the 
Iron Age. 

In 1916, Mr. Scott acquired 
Sheet Metal, a monthly, which he 
merged with Metal Worker, 
Plumber & Steamfitter in 1920. In 
1943 he became owner of Plumb- 
ing & Heating Journal, and in ’46 
started Plumbing & Heating 
Wholesaler, and this month pub- 
lished the first issue of Aircondi- 
tioned Age. 

From 1912-1914, Mr. Scott was 
secretary of the American Society 
of Heating & Ventilating Engi- 
neers. He also served as chair- 
man of the Sheet Metal Contrac- 
tors National Assn., and was the 
author of numerous technical 
papers, and two books on air con- 
ditioning, which he published un- 
der the name of A. J. Melish. His 
son, Edwin A. Scott Jr. is v.p. 
and secretary of the publishing 


company. 


Nashville Publisher 
Silliman Evans Dies 
After Carter Rites 


Fr. Wortn, June 28—Silliman 
Evans, president-publisher of the 
Nashville Tennessean and _ first 
publisher of the old Chicago Sun, 
died here last night from a heart 
attack, several hours after attend- 
ing the funeral of Amon G. Carter, 
publisher of the Ft. Worth Star- 
Telegram and a lifelong friend of 
Mr. Evans. The Nashville pub- 
lisher was 61. 

Mr. Evans was born in Joshua, 
Tex., and began his newspaper ca- 
reer at 13, setting type and grind- 
ing a hand press for the Free 
Press, De Leon, Tex. He moved to 
a $12.50 a week job as a reporter 
on the Ft. Worth Record, and 
shortly thereafter to the Star- 
Telegram, published by Mr. Cart- 
er. 

A topnotch political reporter, he 
was sent to Washington as the 
Star-Telegram’s correspondent, and 
his political influence was strong 
enough so that in 1932 he was 
credited with a major role in en- 
gineering the switch of 190 votes 
pledged to John Nance Garner to 
Franklin D. Roosevelt in the Dem- 
ocratic convention, and in helping 
to assure the  vice-presidential 
nomination for Mr. Garner. 


e He became interested in avia- 
tion, served as v.p. and public re- 
lations expert for an airline, then 
with American Airways (predeces- 
sor of American Airlines) as as- 
sistant to the president, and he 
was a director of American for 
many years. 

After Roosevelt’s nomination, 
Mr. Evans assisted James A. Farley 
in the operation of campaign head- 
quarters in the fall of 1932, and 
he was named fourth assistant 
postmaster general. After a year, 
Jesse Jones, director of the Recon- 
struction Finance Corp., asked him 
to take over the presidency of 
Maryland Casualty Co. of Balti- 
more, then in financial straits. 
With the help of additional RFC 
financing and imaginative promo- 
tion, he turned Maryland Casualty 
into a going concern in four years. 

In 1937, he began negotiations to 
buy the Nashville Tennessean, 
which had been bankrupt for four 
years. Assisted by Mr. Jones (the 
RFC had come into possession of 
some $250,000 in Tennessean 
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newspaper for $850,000 at a bank- 
ruptcy sale. 


w He entered into a joint pub- 
lishing arrangement with the 
afternoon Banner, in which the 
Tennessean dropped the Evening 
Tennessean and the Banner drop- 
ped its Sunday edition. It was, for 
metropolitan newspapers, one of 
the first joint publishing arrange- 
ments, which later were to become 
fairly common in U. S. newspaper 
circles. 

The success of the arrangement 
attracted much attention, and 
Marshall Field, who planned a 
new liberal newspaper for Chicago, 
asked Mr. Evans to become pub- 
lisher of the Sun, which was 
launched in 1941. He held the po- 
sition until 1944, shuttling between 
Chicago and Nashville. 

In addition to his publishing 
ventures in Nashville and Chicago, 
Mr. Evans operated for several 
years the Star, Elizabethton, Tenn., 
which he sold in 1953, and then 
bought the Leader, Lake Worth, 
Fla., which suspended publication 
earlier this year. 


® For much of his life he was 
plagued by ill health; he was dis- 
charged from the Army in 1917 
because of a heart ailment after 
fainting on a drill field. In 1952 he 
went to the Democratic convention 
accompanied by a physician and 
nurse. 

A month ago, he announced that 
his son, Silliman Evans Jr., 30, 
would take over the presidency of 
the Tennessean, and that a second 
son, Amon Carter Evans, had been 
named a v.p. He continued as pub- 
lisher and chairman of the board 
of directors. 


FRED RICKEY 

New York, June 28—Fred Rick- 
ey, 34, producer of National 
Broadcasting Co.’s tv show “Wide, 
Wide World,” died June 24 of a 
heart attack. A native of Mount 
Vernon, N. Y., he took his degrees 
at Western Reserve and Columbia 
universities, and had served in 
various executive production ca- 
pacities in both moving pictures 
and television. He directed all the 
American scenes on “This is Cin- 
erama.” Last year he received 
Long Island University’s first an- 
nual award for “advancing the 
standards of television.” 


H. CARL WOLF 

Wuite Ptrains, N. Y., June 28— 
H. Carl Wolf, 63, who resigned 
early this year because of poor 
health as general manager of the 
American Gas Assn., died June 
26 at White Plains Hospital. Born 
in Edwardsville, Ill., he received 
his B. S., M. S. and E. E. degrees 
from the University of Illinois, 
and served as a captain of engi- 
neers in France during World War 
I. Before becoming general man- 
ager of AGA ten years ago, he had 
been president of the Atlanta Gas 
Light Co. and its affiliates from 
1938 to 1945, and of Central In- 
diana Gas Co. from 1934 to 1938. 


CEDRIC R. CROWELL 

Roxsury, Conn., June 28—Ced- 
ric R. Crowell, 65, who retired in 
1946 as v.p. of Doubleday & Co., 
died June 25 of a heart attack at 
his home here. He received his 
bachelor’s degree from Bowdoin 
College in 1913, and saw service in 
Europe during World War I. Upon 
his return he joined Doubleday, 
then known as Doubleday, Doran, 
and became a director of the com- 
pany in 1934. In 1935 he served as 
chairman of the National Book- 
sellers Code Authority. 

Mr. Crowell was one of the or- 
ganizers of the Heritage Press in 
1935, and also became sales man- 
ager of Doubleday. Later he be- 
came secretary and v.p. He was a 
former v.p. of the American Book- 


bonds) and Paul Davis, a Nashville 
banker, he was able to buy the 


sellers Assn., and chairman of its 
board of trade. 
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Australian TV May 
Bring ‘Down Under’ 
Viewers ‘56 Olympics 


Cuicaco, June 28—Television 
may come to Australia in time to 
put the Olympic games, starting in 
November, 1956, on that country’s 
screens, Harry Woolf, managing 
director of Goldberg Advertising, 
Sydney, said here last week. 

Mr. Woolf, who is studying tele- 
vision developments in the U. S. 
in anticipation of the development 
of the medium in Australia, said 
that six stations have been licensed. 
Two in Sydney and two in Mel- 
bourne are to be commercially 
operated, accepting advertising, 
while one in each of these cities 
will be government operated, with- 
out advertising. 

New Zealand has no plans at 
present for the development of a 
television service, he said. | 

The advertising business in Aus-| 
tralia is booming, Mr. Woolf re- 
ported, and said that shortage of 
experienced workers is a major 
handicap. Good copywriters would 
be welcomed there, he added. 

He will visit the London office of 
the Goldberg agency before re-| 
turning to his home base in Oc-| 
tober. 


Day Succeeds Brockman as 
‘Post-Dispatch’ National A. M. 
Ben L. Brockman, who has been 
national advertising manager of 
the St. Louis Post-Dispatch for 
more than 25 years, has been ap- 
pointed assistant to the advertis- 
ing manager, Fred F. Rowden. 
He will be succeeded as national 
advertising manager by Douglas 


Ben L. Brockman 


Douglas Day 


Day, a member of the national 
advertising department for the 
past five years. 

Other changes in the Post-Dis- 
patch’s advertising department in- 
clude the appointment of James 
H. Kennedy, formerly manager of 
department store advertising, as- 
sistant retail manager, and Jack 
M. Schultz, a member of the retail 
staff for many years, manager of 
chain store advertising. Edward 
F. Maher, a member of the retail 
staff the past 10 years, has been 
transferred to the national ad- 
vertising staff to succeed Mr. 
Day. 


Judy Friedman Promoted 


Judy Friedman, assistant to the 
art director at Emil Mogul Co., 
New York, has been promoted to 
fashion coordinator and art buyer. 


Me, Too, Fellow 


Save some for the Or- 

ange Blossom Trail coun- 
try when you buy adv. in 
Florida. 

We're a long way from 
Miami, Jacksonville and 
Tampa. 

All the papers in 
those 3 cities combined 
do not cover our 5 coun- 
ties of 400,000 people 
500 million $ buying 
power. 

Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner. Ad-Writer & Galley Boy 
Orlando, Florida 


Du Pont Tells Story of 
_Man-Made Fur in Drive 


E. I. du Pont de Nemours & Co., 
Wilmington, Del., evincing en- 
thusiasm about its man-made furs 
now being marketed by six fur 
coat manufacturers, will tell the 
story of its orlon and dynel blend 
of “fur” next fall in four publi- 
cations. The new knitted and wo- 
ven fur will be introduced in the 
August Vogue, followed by a page 
in Harper’s Bazaar and ads in the 
New York Times Magazine and 
American Fabrics. 

Du Pont’s women’s wear mer- 
chandising section of the textile 
fibers department is planning pro- 
motional follow-ups at retail store 
levels in cooperation with the 
brand name man-made fur coats 
now on the market, and du Pont 


is supporting with its own con- | 
sumer advertising national con- |< 
sumer advertising of coat and. 
fabric makers. Batten, Barton, 
Durstine & Osborn, New York, is 
the agency. 


WABC Names Bernard S. M. 

Charles Bernard has been ap-| 
pointed sales manager of WABC, 
New York. Previously with Du- 
Mont Television Network, Mr. 
Bernard joined American Broad-| 
casting Co. recently as a WABC 
account executive. 


George Vale Named to Board 

George P. Vale, manager of the 
radi6-tv department of Paul-Phe- 
lan Advertising Ltd., Toronto, has 
been appointed to the company’s 
board of directors. 


= 
~ COUNTRY AND WESTERN JAMBOREE has 
half a million of the fastest-stomping, fanciest-dress- 
ing, biggest-eating new readers around—all enthusi- 
astic over the magazine with the news and features 


€: 3) they’ve had to wait for. 30 million other lively coun- 


» try and western fans are crowding close behind—so 


get your product in for the big JAMBOREE while 
rates are low! 
aa today For Facts and Rate Card! 
Country and Western JAMBOREE! 


By the publishers of DOWN BEAT 


2001 Calumet Ave., Chicago 16, Ill. 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 

bli ° Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
PUDIICATION | Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


important market!) 


Nat. Rep. Burke, Kuipers & Mahoney 


WAVE gives you the sweetest part of Kentucky — 
and at a price that’s sweet, too! 


MORE THAN LOUISVILLE — LESS THAN THE STATE! 
WAVE’s 50% daytime coverage area almost exactly parallels 

the 27-county Louisville Trading Area. (42.5% of the State’s 
total Effective Buying Income is concentrated in this one a r 


SPARKLING PROGRAMMING — NETWORK AND LOCAL! 
WAVE is the ONLY NBC station in or near Louisville. 

We invest heavily in local programming, too. Our radio staff alone 
numbers 62 people, with more than 70% of them devoting 
themselves to on-the-air activities, exclusively. 


Don’t buy the Maple tree — buy the syrup. NBC Spot Sales 


has the figures. 
WAVE 5000 WATTS 
LOUISVILLE NBC AFFILIATE 


vr SPOT SALES 


National Representatives 
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30-Second TV Spot 
to Limit Commercials 
Offered by WTMJ-TV, 


MILWAUKEE, June 29—WTMJ- 
TV has come up with a suggested 
cure for excessive double spotting 
—a 30-second announcement be- 
tween shows to be sold to a single 
advertiser. 

This new-length spot is being of- 
fered to advertisers on the Milwau- 
kee Journal station as a part of a 
new rate card which becomes ef- 
fective July 1. 

“This new service gives to ad- 
vertisers using this type of an- 
nouncement far more than the 50% 
increase in length of copy over the 
usual 20-second station break, 


since it delivers a full unshared) 


impact heretofore not available,” 
Walter J. Damm, general manager 
of WTMJ-TYV, said. 

He suggested that this might be 
a start toward “lessening the num- 


ber of commercial announcements 
during any period of the day or 
evening” and “might point the way 
for a general industry-wide station 
break ‘clean-up’ effort.” 


FC&B Names Weisman 


Al Weisman, Chicago publicist, 
has been named public relations 
representative of the Chicago of- 
fice of Foote, Cone & Belding. Mr. 
|Weisman, a former newspaper man 
and magazine writer, has been 
|public relations director of several 
‘Chicago civic projects and has 
been writing television shows dur- 
ing the past four years. 


Don Hamilton Joins Gray 
Donald Hamilton Jr. has joined 
Gray Mfg. Co., New York maker 
of dictation equipment, as general 
sales manager. For the past 15 
years he has been with the Edison 
Voicewriter division of Thomas A. 
Edison Inc., most recently as gen- 


eral sales manager. 


Inquiries or Influence? 


Let's not get too confused about inquiries. It is 
always good to have them, but that is not the 
magic key to sales. What makes a sale is con- 


viction in the mind of 
journal is sometimes 
' but always high on 


the buyer. An engineering 
low on inquiry production, 
influence due to its basic 


nature—influence that counts! 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


If you want to 
know about the 
lowest cost per M 
buy in Miami— 
just call your 
Hollingbery man! 


James M. LeGate, General Manager 


National Rep., George P. Hollingbery Co. 


4A M 1 
5,000 WATTS - 610 KC - NBC Affiliate 


F, 
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WABD Offers Admen 
Free On-Air Tests of 
Color Commercials | 


New York, June 28—Advertisers | 
who would like an on-the-air test) 
of their new color commercials can | 
get exactly that—courtesy of 
WABD—starting in September. 

Ted Cott, general manager of 
DuMont’s owned stations, last 
week made the offer in a letter to 
advertisers and agencies. 

Mr. Cott said the “Sunday Sup- 
plement” color film, which DuMont 
has been airing for some time, will 
be off for the summer months “to 
relocate and improve our® color 
transmitting equipment.” A week- 
ly telecast schedule will be re- 
sumed in September. 

WABD’s proposition is open only 
to the station’s advertisers. Posi- 
tions will be cleared in the color 
film show for one-minute film 
commercials. Time will be allo- 
cated on a rotation basis. First in 
line will be the station’s current 
advertisers; next come new clients. 


® This is another step in the for- 
mer NBC executive’s campaign to 
revitalize WABD. Coincidentally, 
the DuMont network seems to be 
aiming strictly for a film network 
operation, to make use of its new 
combination live and film camera, 
Electronicam. Mr. Cott’s technique 
is a combination of hard sell, pro- 
gram innovations and razzle dazzle. 

For example, the station uses its 
own time to pitch its wares. In the 
sustaining sections of the new 
evening “Featurama,” the clock 
carries a sign reading—“This Space 
for Sale”’—vyhen the emcee calls 
attention to the length of the next 
film coming up. 

This program has snared all the 
New York tv budget of Alumaroll 
Products Co. (Sherman Lawrence 
Advertising Agency), with six 
participations a week set for the 
company that claims to be the 
world’s largest manufacturer of 
metal awnings. 


® In the programming department, 
the station made news with a live 
presentation (“direct from Broad- 
way”), “Shoestring Revue,” from 
the Phoenix Theater. Planning al- 
ready has started on a new six 
hour Sunday afternoon “children’s 
spectacular,” to be called “Wonder- 
ama.” This one promises to give 
the kids and grownups a sampling 
of everything from the classics to 
the zoo. 

For razzle dazzle the station, un- 
der its new management, has 
staged a “school’s out” party for 
the offspring of agency timebuyers, 
lighted up an electric spectacular 
on Times Square, made a promo- 
tion tie-in with Rockaways Play- 
land, started a chain store cook 
book merchandising venture and 
stepped up its tie-in promotion 
with radio station WINS. 


‘Telechron Plans Fall 
Campaign Via Ayer 
Newspaper supplements, maga- 
zines, network television and radio 
will be used in a fall advertising 


campaign by the Telechron depart- 
ment of General Electric Co. On. 
the schedule are First Three Mar- 
kets Group, Parade, Reader’s Di- 
gest, This Week Magazine and par- | 
ticipations on Dave Garroway’s 
“Today.” 

Cooperative advertising funds, 
available for the first time, will go 
into point of sale helps, sales train- 
ing meetings, sales contests and 
co-op ads in newspapers, radio, 
‘and direct mail. N. W. Ayer &| 
| Son is handling. 
Gries Joins Mel Richman 

John F. Gries has joined Mel 
Richman Studios, Philadelphia, as| 
a member of the contact group. He 
formerly was head of the new 
business department and a mem- 
ber of the plans board of Richard 
A. Foley Advertising Agency,| 
Philadelphia. , 
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Getting Personal 


George S. Brumback, the San Francisco Examiner’s ad director 
since November, 1950, is celebrating his 20th anniversary with the 
newspaper, and his 30th with the Hearst organization. . . 

George Harper, Ruthrauff & Ryan copywriter in Chicago, was 
among the former editors of “The Matrix” to be honored by Theta 
Sigma Phi during its annual convention in St. Louis. Mrs. Harper 
edited the magazine while she was working on the weekly paper in 
Stanley, Wis., shortly after her graduation from the University of 
Wisconsin. She was George Anundsen, then; yes—George is her 
first name... 


OLD FRIENDS—Paul Anderson (left), assistant accownt exec at Biow- 

Beirn-Toigo, New York, visits Jacob Ruppert Brewery—a client— 

in Manhattan with Japanese majors, Susumu Kawakami and Miboru 

Nabeta, where they meet Father Knickerbocker (Jim O’Neill). 

Anderson met them in Tokyo after World War II when he was a 

Marine captain. They looked him up in New York after completing 
a four-month training course at Fort Benning, Ga. 


Werner Von Rosenstiel, ad manager at Nepera Chemical Co., 
Yonkers, N. Y., and his wife, Marion, are called Mr. and Mrs. Lucky. 
Last year she won a year’s supply of cookies in a Burry Biscuit Co. 
contest. Last Christmas he won top door prize at a New York Ad- 
club party, a week’s vacation for two at the Casablanca Inn in 
Phoenix. This year she won again in the Burry contest, this time, 
two weeks in Scotland and England, all expenses paid, including 
private auto and chauffeur, for 25 words about “I like Loch Lomond 
cookies because ...” They leave July 18 by TWA... 

Wilson W. Condict, ad director of the St. Louis Globe-Democrat, 
was reelected president of the Playgoers of St. Louis for his second 
term at the organization’s 17th annual meeting June 13... 
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PROUD WINNERS—Displaying their golf trophies after the annual 

Philadelphia Guild of Advertising Men’s summer outing are, left 

to right: Bill Ferris of Potomac Electrotype Co., low gross of 80; Hal 

Pannepacker, WPTZ, low net of 66 with Calloway System; and 

Bob Fest of Albert Frank-Guenther Law, Duffer’s Trophy with 165. 

The outing was at the Manufacturers Golf and Country Club, Phila- 
delphia. 


A third boy arrived May 27 for A. Richard Robertson, promotion 
manager of KSL, Salt Lake City, and Mrs. Robertson... Paul Wick- 
man, former v.p. of Western Advertising Agency, Los Angeles, has 
assumed his new job as director of development, National Society 
for Crippled Children and Adults—the Easter Seal group... 

Minna Gottlich, manager of checking department, Compton Ad- 
vertising, New York, joined the agency 40 years ago, when it had 25 
employes and was known as Blackman-Ross Co. The agency was 
then seven years old and Compton’s president Barton Cummings 
was one year old. In observance of her anniversary, she was guest 
at an agency luncheon... 

Margaret Lynch, librarian of Kudner Agency, has been elected 
chairman of the advertising division of the Special Libraries Assn. 
Others elected at the library group’s annual convention in Detroit 
were: vice-chairman, Bonnie Lou Richey, Stewart, Dougall & Asso- 
ciates; secretary, Mrs. Ann Edler Gjerswik, General Foods corporate 
market office; treasurer, Edith Becker, Ted Bates & Co... 

Honorary degree circuit: In June 5 week Gardner (Mike) Cowles, 
Look editor and publisher, received a Doctor of Letters from Iowa 
Wesleyan and a Doctor of Laws from Long Island U., and his wife, 
Fleur, associate editor, picked up a Doctor of Laws from Elmira 
College... 
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Pittsburgh Rivals 
for VHF License 
Join Applications 


PITTSBURGH, June 28—A new 
v.h.f. television station is expected 
to start operations this autumn un- 
der an agreement signed here by 
two Channel 11 applicants. 

The agreement between two ra- 
dio station operators, William 
Block, publisher of the Post-Ga- 
zette, which owns WWSW, and H. 
K. Brennan, president and general 
manager of WJAS, is, of course, 
still subject to approval of the 
Federal Communications Commis- 
sion. 

The principals’ announcement 
said, “WWSW and the Pittsburgh 
Radio Supply House (which owns 
WJAS) have compromised their 
conflicting claims pending before 
the FCC, so as to hasten the bring- 
ing of additional television broad- 
casting service to the Pittsburgh 
area.” 

Radio Station KDKA, originally 
an applicant for Channel 11, 
dropped out in January to pur- 
chase WDTV, now KDKA-TV, 
Channel 2. 


ws Under terms of the agreement, 
the WWSW operation will remain 
unchanged. It will remain a whol- 
ly-owned subsidiary of the Post- 
Gazette, operating independently 
of the new television outlet. 
WJAS will be sold by the Bren- 
nan interests, it was understood. 
The new station will have an 
initial capitalization of $1,000,000, 
provided on a 50-50 basis by the 
two parties to the merger, it was 
learned. 
The call letters of the new sta- 
tion have not been selected. 
FCC approval will leave only 
one v.h.f. channel open in this 
area. Five applicants currently 
are contending for the operation of 
Channel 4, allocated to Irwin, Pa. 


Burton Browne Adds Two 

Union Liquor Co., Chicago dis- 
tributor of wines and liquors, has 
appointed Burton Browne Adver- 
tising, Chicago, to handle its ad- 
vertising. Newspapers, beverage 
trade publications, radio and tv 
will be used. The agency also has 
been named to handle advertising 
and public relations for Perfection 
Mica Co., Chicago maker of mag- 
netic shielding material. 


Groceries, eats, foodstuffs, 
chow—however you name 
it, you'll sell more of it 
by following the lead of 
national food marketers. 
By advertising in The 
Canton (Ohio) Reposi- 
tory, they interest, con- 
vince and sell the more 
than 302,000 people in 
Canton’s trading zone. 
The Repository carried 
2,998,863 lines of 
food advertising in ’54. 
You'll find the reason 
in one word: results! 
67,179 evenings 
(publisher’s statement) 


THE CANTON 
REPOSITOR 


A Brush-Moore newspaper \ MEMBER) 
represented nationally by 7 
Story, Brooks & Finley 


| Personnel Group Elects 


|Group of New York has elected 
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The Advertising Personnel 


Robert Buechner, Batten, Barton, 
Durstine & Osborn, chairman and 
Sandford C. Smith, Fletcher D. 
Richards Inc., secretary-treasurer. 
The group meets monthly to inter- 
change ideas and practices regard- 
ing personnel policies in the ad- 
vertising field. 


YouNe SO smal 


to use superior 


You never have to figure out the truth 
about our service. What we promise 
we deliver at rates you'll like. 

Just call SUperior 7-7070 


Congoleum to D-F-S 

The gold seal division of Congol- 
eum-Nairn Inc., Kearny, N. J., has 
appointed Dancer-Fitzgerald-Sam- 
ple, New York, to handle adver- 
tising for its floor and wall cover- 
ings. McCann-Erickson, the pres- 
ent agency, will continue to handle 
Gold Seal advertising “until a 
satisfactory transfer can be ef- 
fected.” 


Joins ‘Flower Grower’ 

Sal P. Justini, formerly with the 
garden advertising department of 
the New York Herald Tribune, has 
joined the advertising staff of CHICAGO'S 
Flower Grower, New York. 


FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


a, 


HOW TO MAKE SWEET 


Use Trade Mark Service in the ‘Yellow Pages’ 
of telephone directories! / 


A trained Trade Mark Service representative will be : Neorest Decle | 
glad to show you how this identification service will ring up ‘Yellow Pages’ 
more sales for your local outlets. Just call him at the << 
Bell telephone business office in your city. DISPLAYING TNS EMOLEM We 


YOUR ADVERTISING MEANS MORE 


SALES FOR YOUR DEALERS 
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Why do little dogs in Chicago 


eat more than 


big dogs in Suburbia? 


re" 
Bo ccinees wasn’t going to the dogs —and that was bad for 


A Certain Dog Food Company. (This story has a moral for everybody doing business in 
Chicago. The facts are true. We’ve only switched names.) 
J. T. Barker, President, reasoned that all of dogdom’s biggest eaters—the Great Danes, 


Collies, Setters and Such—were stationed with families living in the wide open spaces 


of Outer Suburbia. : 
Then along came Joe. 
Now Joe was a joe who sold advertising space for the Chicago Tribune. He didn’t know a 


schipperke from a schnauzer, but he knew a pack of bloodhounds that 


could track down all kinds of market information. 
“Mr. Barker,” said Joe, “I hear your company’s sales have been dragging. 


Why not let me see what facts I can dig up for you on dog food?” 
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So Joe went down to the Tribune’s Research Depart ment, stopped at the Sales 
Development Division, and soon came back with this: While the percentage of dog-owning 
families and size of dogs are somewhat bigger in the suburbs, there is a greater number of 


dog-owning families CER living in the city. Therefore little dogs in Chicago 


eat more than big dogs in Suburbia simply because there are a whole lot more of them. 


This plain fact, which changed Barker’s dogma, is a typical example of how the 


Tribune can help you solve your sales problems in Chicago. 


Nobody knows Chicago like the Tribune. 


We have spent several million dollars to find out what kind of people live here, 


what they do, where they shop, G what they buy and why. Through the 


research service of the Chicago Tribune, you can determine the important factors 


that vitally affect your sales in Chicago. 


Nothing sells the Chicago market like the Tribune. 
The retail sales market of Chicago and the adjacent 206 Chicagoland counties is big— 


valued at $17 billion. And the best way to sell it is through the 


advertising pages of the Tribune. Does advertising in the Tribune pay? Just ask 
vi / 


o 


Buick or Borden, Pepsi-Cola or General Electric. “Nf 


‘ 


People may praise the Tribune, fuss about it or blast it—but reading the 


Tribune in Chicago is just like climbing mountains in Switzerland. 


everybody does it. Everybody feels its impact. Practically 3 out of 4 families in the Chicago 
metropolitan area read the Tribune—almost half of all the families in 840 midwest cities 
and towns read it. (And only 12% of metropolitan Chicago gets the largest national 
magazine—and less than 1 out of 10 tunes in on an average T'V program.) 

So if you want to know something about Chicago, call in a 

joe from the Chicago Tribune, and put him to work finding out. 


P.S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in tne Chicago Tribune 
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photoengravers#§ 


One of the country’s leading mechanical 
production men once told us, “If | could be certain 


of the honesty of engravers’ color proofs most of 
my woes would be eliminated.” 


Our plant is extensively equipped with a wide variety 
of proofing presses to suit the individual specification. 
They range from singles of assorted sizes through two 
color models up to sparkling new four color presses. 


Relief make-readies are never used here on 


process plates for high speed wet edition printing. 
The plates themselves are properly balanced a 
engineered to render faithful reproduction. 

Yes, we can honestly say our motto and practice 
will always be “Truth in Proofs,” 


Hutchings & Melwille, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 
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Kasle Adds Personal Touch to Selling Steel 
Products by Giving Buyers Ad Specialties 


Cuicaco, June 28—Advertising 
specialties have helped Kasle Steel 
Corp., Dearborn, Mich., put the 
personal touch into a highly im- 
personal business. The company, 
which sells and distributes steel 
and aluminum mill products, has 
used ad specialties successfully 
during its 17 years of existence. 
The greater part of its ad budget 
goes into these specialties. 

How the company has done this 
and the principles for effective 
specialty promotion it has dis- 
covered are described in the July 
issue of Advertising Requirements. 

The company’s product has no 
style of its own, and the product 
can be sold only if the purchasing 
agent has a requisition on his desk 


For 1956 =the most USEFUL buying and 
selling tool in the hardware industry! 


es 


THE HANDY 
HELPFUL 
@ HARDWARE MAN @ 


COPYRIGHT 1954—WATIOWAL RETAIL HARDWARE ASSOCIATION 


Tells where to buy it 
how fo sell it! 


Buyer’s Guide and nrha Sales Planning Service 
Combined in One Publication! 


® Here’s another FIRST in trade publishing history 


Early space reservations are a must. The 1956 Buy- 


. . . Hardware retailer 1956 Buyer’s Guide and Sales 
Planner. This combination guide not only helps the 
hardware man select brands and products to buy, but 
it also tells him how and when to display and adver- 
tise them each week throughout the year. The authori- 
tative answers of the Sales Planner and the complete 
listing of all hardware products in the Buyer's Guide 
assures advertisers of a publication that will be a sales 
tool used daily by most of the nation’s top 39,000 
hardware men. 


the industry magazine 


Published by the MATIOWAL RETAIL HARDWARE ASSOCIATION 
964 NORTH PENNSYLVANIA STREET, INDIANAPOLIS 4, INDIANA 


er’s Guide and Sales Planner will be published and 
distributed to 39,000 subscribers throughout the hard- 
ware industry in January, 1956. Call or write the 
Hardware retailer representative nearest you for com- 
plete information about the most useful sales tool in 
the hardware industry for 1956—Hardware retailer 
1956 Buyer’s Guide and Sales Planner. 
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showing his company needs it. 


® “Products selected as specialties 
by Kasle have been primarily of 
three types,” AR points out, “each 
serving a little different objective: 

“1. Something that will show 
the company’s product in use. 

“2. A gimmick that will help to 
make the order-placing almost 
automatic. 

“3. A product that the purchas- 
ing agent will want to take home.” 

An example of a gimmick which 
covers all three classifications is a 
sheet of aluminum, .003” thick, 
used as a combination desk memo 
and sample. 

“It is cut to the size of a standard 
commercial blotter, about 4”x20”, 
with an imprinted message on the 
face,” AR says. “The reverse is 
sheet aluminum serving as an in- 
triguing sample of the company’s 
products—and a useful conversa- 
tion-piece. This also becomes an 
item which the recipient will want 
to take home to show his family— 
especially the children—the type 
of material he is buying for his 
firm. The highly reflective sur- 
face provides an additional attrac- 
tion for the youngsters.” 


® Other items Kasle has used in- 
clude aluminum wastebaskets, rolls 
of aluminum foil, windshield ice 
scrapers, cuff links made of alum- 
inum machine screw stock which 
look like a standard machine screw 
with hex nut. All these illustrate 
the way in which the company’s 
products can be used. 

The company uses about eight 
standards in selecting specialty 
items. These are: 

1. It must be very utilitarian, or 
so non-useful that it is just a con- 
versation piece. 

2. Humorous items are avoided, 
especially anything suggestive or 
smutty. 

3. It should be something the 
recipient wants and which he will 
take home to show off. 

4. The cost must be low. Kasle 
items range from 10¢ for the cuff 
links to $1.50 maximum. The aver- 
age is around 50¢. 


= 5. If the product is designed for 
non-business use, no name is 
placed on it. If it is used in the 
office, where the name, address 
and phone number serve a definite 
purpose, that’s different. 

6. Pains must be taken to see 
the recipient can use the item. If 
he doesn’t play golf, tees are of no 
use. 

7. Items must be of universal ap- 
peal. This makes possible economic 
buying. 

8. Try to get an item that is new 
and distinctive. The life of a spe- 
cialty may vary. The average is 
about six months for novelties. 
Some items are always useful, like 
matches or scratch pads. Some are 
seasonal. 

Kasle emphasizes the specialty 
in its promotion, because it be- 
lieves it adds the warm, personal 
touch which is lost in periodical 
and mail advertising. 

About 60% of Kasle’s promo- 
tional budget today goes for the 
specialties, 10% for publications 
and 30% for direct mail. 


Sunbeam Promotes Mendler 

Cliff Mendler, who has been as- 
sistant sales manager, electric ap- 
pliance division, Sunbeam Corp., 
Chicago, for the past two years, 
has been promoted to sales man- 
ager, succeeding R. P. Gwinn, who 
was recently elected Sunbeam 
president. 


Martin Stevens Joins Grey 

Martin Stevens, formerly with 
Ellington & Co., has joined Grey 
Advertising Agency, New York, as 
an art director. 
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‘LHJ' Kits for 
Appliance Men 
Bristle with Aids 


PHILADELPHIA, June 29—A unique 
“first aid” merchandising service 
is being offered some 1,000 electri- 
cal appliance and radio-tv distrib- 
utors by the Ladies’ Home Journal. 

The Journal already has begun 
distribution of the kits, which con- 
tain promotional ideas for direct 
mail, local advertising, sales and 
training meetings and dealer pro- 
motions for every month of the 
year. The kits are going to a list 
of advertising and sales promotion 
managers of major distributors 
throughout the country. 

The first kit, for July, consists 
of (1) a ledger-like idea folder for 
recording monthly co-op adver- 
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tising, (2) three pages of drawings 
for local advertising layouts and 
sales campaigns, (3) a page of 
copy suggestions taken from ad- 
vance Journal ads of well-known 
appliances, (4) a pamphlet sug- 
gesting the theme of a sales meet- 
ing, (5) a visual suggestion for an 
inexpensive sales promotion “gim- 
mick” and (6) the first edition of 
“Top Topics from Key People,” a 
bulletin with the point of view “on 
an important topic by a key person 
in your industry.” 


® Kits for the following months 
will feature the idea folder addi- 
tions and topical variations of the 
other offerings of the initial kit. 
The Journal already has a “Rog- 
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er Bell” merchandising service for 
the grocery trade. This new service 
for the electrical appliance world is 
the result of a pilot test conducted 
among appliance distributors to 
determine their wants and needs in 
connection with such a service. 


Harvey Names Scheller A. M. 

G. F. Harvey Co., Saratoga 
Springs, N. Y., pharmaceutical 
manufacturer, has appointed James 
C. Scheller advertising and sales 
promotion manager. Mr. Scheller 
formerly was a v.p. of Barry Lab- 
oratories and before that was ad- 
vertising and sales promotion man- 
ager of Armour Laboratories. 


Burton-Dixie Show Set 

Burton-Dixie Corp., Chicago, 
will sponsor a 15-minute Sunday 
night newscast with Paul Harvey 
starting July 3 over ABC Radio. 
Robert B. Welsey & Associates is 
the agency. Mr. Harvey’s last 
sponsor, Bankers Life & Casualty 
Co., signed off June 26. 


McConnell, Eastman Names 2 


R. M. (Bob) Williams has been 
named head of the public relations 
department of the Vancouver of- 
fice of McConnell, Eastman & Co. A 
former chief of the advertising and 
publicity section of the Canadian 
Department of Trade and Com- 
merce, Mr. Williams last was pub- 
lic relations director for the Assn. 
of Professional Engineers of B. C., 
duties which he will continue to 
handle at McConnell, Eastman. 
Stanley C. Bowdler, copywriter 
and account executive, has been 
named copy chief of the Vancouver 
office. 


Cates Joins ‘TeleViewer' 


George Cates, formerly with the 
advertising department of the 
Tulsa World-Tribune, has been 
named assistant advertising man- 
ager of TeleViewer, Oklahoma 
City. 


‘PARENTS’ MA 
ALBUM OF 


This is FLETCHER D. RICHARDS, 
Chairman of the Board, 
Fletcher D. Richards, Inc. 

New York City 


ather of one and a four-time Grandfather, 
Mr. Richards reminisces : 


“Thirty years ago, when | became a father, 
we weren't concerned with $600 income tax 
deductions. We loved our kids for what they 
were—and we still love them for what they 
are, In this respect, the world will never 
change." 


We agree, sir, and so do 1,625,000 
families with 3,250,000 children who 
read PARENTS’ for family living 

and buying guidance ...an audience 
that keeps advertisers growing and 
glowing like 3-year-olds! 


we 


THE HANDY 
HELPFUL 


MOTIVATION 


FOR 23,000 HARDWAREMEN 


HARDWARE MAN 


COPYRIGHT 1954—WNATIONAL RETAIL HARDWARE ASSOCIATION 


ACTIVATION 


FOR SALES OF YOUR PRODUCTS 


What hardware products to stock? Dis- 
play? How to promote them? And when? 
... those are big questions. They're authori- 
tatively answered for every week of the year 
by the NRHA Sales Planning Service. It’s 
just one of the industry activities of the Na- 
tional Retail Hardware Association that are 
motivating 23,000 hardware retailers and 
welding them into one of the most effective 
merchandising machines in America. 


the ondustry magazine 


Published by the MATIOMAL RETAIL HARDWARE ASSOCIATION 
964 NORTH PENNSYLVANIA STREET, INDIANAPOLIS 4, INDIANA 


The hardware market is the motivated 
market. And it is easily and effectively acti- 
vated through the editorial and advertising 
pages of Hardware retailer, the Industry 
Magazine. Hardware retailer circulation has 
jumped to an all-time high and is the largest 
in its field. (38,522 for the first quarter of 
1955.) It’s working circulation . . . concen- 


trated among retailers and wholesalers who 
account for 85% of hardware store volume. 
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Readers React to AFA 
Speech of Clarence Eldridge 

To the Editor: For years Soviet 
propagandists have been charging 
our free press is a fraud, that in 
reality it merely does the bidding 
of its capitalist advertisers. Now 
along comes Clarence E. Eldridge, 
executive v.p. of Campbell Soup 
Co., and tries to prove that the 
Communist charges are true. 

In a speech before the Advertis- 
ing Federation of America, re- 
ported in ADVERTISING AcE June 
13, Mr. Eldridge urges that busi- 
ness executives should select me- 
dia on the basis of their loyalty to 
the U. S. He warns against pub- 
lications and networks who permit 
commentators to “discredit busi- 
ness and business men, and iend 
insidious assistance—consciously 
or unconsciously—to those who 
would destroy our system.”’ He de- 
mands that advertising dollars 
should be used as a “veto power” 
over editorial opinion despite “any 
phony argument about freedom of 
the press.” 

Mr. Eldridge’s definition of dis- 
loyalty is certainly broad: any- 
thing “inimical to business and 
business men.” He seems to see a 
sinister conspiracy by certain pub- 
lications and networks to destroy 
our economic system. Who these 
forces are, he doesn’t say. I sup- 
pose he is willing to have the word 
spread by whisper and innuendo. 
I'd love to know what he consid- 
ers are disloyal opinions. Did he 
believe in social security 10 years 
ago, or unemployment insurance, 
or the guaranteed annual wage? 
Or does he still think these ideas 
are communistic? 

Beware, any editor who does not 
accept Mr. Eldridge’s political 
ideas, because he clearly cails for 
“a refusal to support publications 
or networks that are on the oppo- 


( CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available , 
®@ Each program a complete story £’, 
@ Allows for 3 commercials 
®@ Big cast with Glenn Langan 


Charles Michelson, Ine. 


45 WEST 45th ST., NEW YORK 36 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


site side.” 

If there is any concept more un- 
American than what Mr. Eldridge 
is espousing, I doubt if it has ap- 
peared outside of Pravda. 

A few years ago, Sen. McCarthy 
tried to organize a boycott of Time 
magazine on the ground that it 
was treasonable enough to oppose 
him. He was duly slapped down. 
But Clarence Eldridge is trying to 
carry on his work. This kind of 
totalitarian doctrine should be re- 
pudiated by the advertising world. 

MILTON SUTTON, 
Roslyn Heights, N. Y. 


. 

To the Editor: Concerning, 
*“Muzzle Media’s Indecent etc...” 
(AA, June 13). 

I would like to comment on the 
one major objection I have to the 
views of Clarence E. Eldridge. 

At the local level, the only one 
at which I can speak from personal 
experience, a major problem is 
divorcing the advertiser’s opinions 
as to editorial policies, as to posi- 
tion policies and as to many others 
from the selfish interest that 
should motivate his advertising ex- 
penditure. 

If I understand correctly, the 
logical conclusion of Mr. Eldridge’s 
thesis is that the medium which 
most nearly follows the editorial 
interest of big business should re- 
ceive the major portion of big 
business’ advertising. 

I would further assume that this 
medium would be of primary in- 
terest to those we include in our 
term “big business” and very prob- 
ably, by choice, of less interest to 
those whose views do not coincide. 
If the products to be advertised are 
to be of general interest, this ideal 
medium would reach only a frac- 
tion of the field. 

I do not indorse indecency in 
either editorial or advertising ap- 
proach; nor do I think that a me- 
dium disloyal to our country de- 
serves any financial support, But 
it does appear to me that except- 
ing these two and other facets that 
affect everyone in the market we 
are trying to reach, the media 
choice must be made on self-in- 


terest rather than on the editorial 
policy of carrying stories that 


need expert lighting for 
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motion pictures 

tv shows e 
special events " 
conventions 

displays 


Then call Jack Frost, one of the largest 
suppliers of temporary lighting equip- 
ment in the U.S. and Canada. Jack Frost 
has handled the lighting of gigantic 
movie sets, TV productions, convention 
displays and countless association shows 
from coast to coast. 


Complete Rental Equipment Service in- 


installation and removal at one 


low cost. 


free estimates 


Write for Free Catalog of Equipment 


234 Piquette Ave., Detroit 2, Mich. 
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might not coincide with the adver- 
tisers’ views. 

As the politician must gain the 
support of those not actively in- 
terested in his candidacy by rea- 
sons of party affiliations, so must 
the business man draw from cus- 
tomers whose viewpoints do not 
reflect his thinking. The final 
choice must be made on how many 
and how interested are the poten- 
tial customers in the medium’s 
audience. 

KENNETH G. LAMB, 
Rawlins Newspapers Inc., 
Rawlins, Wyo. 
a ° e 
Holds Psychology Approaches 
Full Stature as a Science 

To the Editor: In reply to the 
editorial, “ ‘Scientists’ Who Aren’t” 
(AA, June 6), I’d like to comment 
on two of the quotations from 
your anonymous correspondent. 

1. “...that the sociologists and 
psychologists, like the economists, 
lay claim to an infallibility that 
is almost totally unwarranted.” 

2. “It has long appeared to me 
that the social scientist has been 
blinded by the word ‘scientist’ at- 
tached to his descriptive title. 
After all, our social studies bear 
no resemblance whatsoever today 
to a science.” 

In the first statement the writ- 
er makes a sweeping generaliza- 
tion which can neither be proved 
nor disproved by verbal argu- 
ments alone. It is easy to find one 
or two exceptions to the rule, 
and build a convincing case for the 
unwary reader. Suffice to say that 
any sociologist, psychologist, or 
physicist, for that matter, who 
claims the infallibility of his 
techniques or body of knowledge 
would be branded as either naive 
or a charlatan by his colleagues. 
Nobody is better aware than the 
social scientist himself, of the 
limitations of his own techniques. 

In the second statement, it is 
not clear whether the writer 
wishes to deny sociology and psy- 
chology the label of science be- 
cause it lends prestige to these 
fields towards which he feels an- 
tipathy, or whether he is assert- 
ing that it is inapplicable because 
these fields are incapable of ar- 
riving at “objective truths.” If it 
is the latter, then he is guilty of 
an all-or-none definition of sci- 
ence. The problem is not one of 
whether the methods and conclu- 
sions in these fields are infallible 
(and hence can be dignified by 
the term science), but whether 


they afford any appreciable im- 
provement over simple “seat of 
the pants” methods. In a recent 
study, a number of chest X-rays 
were distributed to specialists for 
diagnosis. There was considerable 
divergency of opinion among them. 
Should we then throw out the 
use of X-rays because they are 
not infallible? As do the physi- 
cians with X-rays, reputable soci- 
ologists and psychologists apply 
their knowledge to solve certain 
problems, not with guarantees of 
infallibility, but in many in- 
stances, with substantial success. 

Bertrand Russell has predicted 
that in the future, psychology will 
be the most important science. 
That it is today suffering “grow- 
ing pains” is reflected in a con- 
troversy such as this. There is 
little question, however, that great 
strides have been made toward its 
achieving full stature as a scien- 
tific discipline. Evaluating psy- 
chology’s precise position at pres- 
ent in the continuum from art to 
science is probably more art than 
science. 

Leroy S. BurwEN, Pu. D., 
Chicago Tribune, Chicago. 


Towle Forever Sounds Like Toll 


To the Editor: Read Copy Cub’s 
mention of the pronunciation of 
the name Towle and thought the 
attached would interest you. 

This little verse was the natural 
outgrowth of the mispronunciation 


r I ‘ ° r /  * 1 
Our mother tongue is very droll, 
Our spelling is beyond control, 
When “pole” appears to rhyme with “coal” 
And neither one is spelt like “bowl.” 
So people shouldn't, on the whole, 
Find fault if some benighted soul, 


In mentioning a name like “Towle” 
Forgets to make it sound like “toll.” 


Forgive the Briton if he has 

A funny way of saying “vase” 

Or if, at fashionable spas, 

He evens broadens it to "vase" 
For neither word should ever faze 
Americans, - who call it "vase." 


They speak no better than they useter: | 

And some say “Wor-ces-ter" like “Wooster” 
Though (thanks to Simon and to Schuster) 

We know it oughter sound like “Wuster.“” U0 

Our taste is green - but not from spinach; 
Perhaps from “Green-wich," cut to "“Grinich;" 
Our tongues are dry - we cannot teach ‘em 
“into “Beech = 


To shorten "B 


=— 


So if you ever seek the goal 

Of merit, when they call the roll 

Of English purists - - to enroll 

Your name among them, on a scroll - - 
Bear well in mind, in heart and soul 
That "Towle" forever sounds like "toll.'' 
Remember, taken as a whole, 

Our mother tongue is very droll! 


by Gerald L. Kaufman 


Copyright 1954 
The Towle Silversmiths 


of the name Towle and this printed 
card is given to visitors who come 
to see the Towle Gallery of Silver 
and make the tour of the plant. 
ROSEMARY KELLY, 
Emily S. Nathan, Helen Ers- 
kine, Public Relations, New 


York. 
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U. S. Ambassadors’ Reports 
Back Information Program 


To the Editor: The June 20 issue 
of ADVERTISING AGE contains a let- 
ter questioning the efficacy of 
U. S. information programs. 

Recently we corresponded with 
ambassadors of the United States 
throughout the world in order to 
secure their evaluation of the im- 
portance of our overseas informa- 
tion to the standing of the U. S. 
in the countries to which they are 
assigned. The response of these 
gentlemen—certainly in a most 
strategic position to judge of the 
effectiveness of these programs— 
was unanimous in support of them. 

I quote from The New York 
Times the opinion of three of these 
ambassadors: 

“Ambassador Winthrop W. Al- 
drich wrote from London: 

““T have been impressed more 
than ever with the importance to 
Anglo-American unity of a clearer 
understanding at all times between 
our two countries. It is essential 
that there be the greatest possible 
flow of information between Brit- 
ain and the United States to 
strengthen and foster that un- 
derstanding. 

“‘In this process, the United 
States information program plays 
a most significant part. I have 
seen for myself the valuable con- 
tribution which the United States 
Information Service makes to the 
proper understanding and appre- 
ciation abroad of the American 
people and American foreign pol- 
icy. 

“‘T am convinced that this pro- 
gram deserves fullest support not 
only in the national interest but 
in the interest also of the whole 
free world.’ 

“James B. Conant, ambassador 
to Bonn, said he had found the in- 
formation program of ‘invaluabie 
assistance.’ 

“*Wherever communication me- 
dia exist, the air is likely to be 
charged with opinions, sometimes 
clearly labeled, sometimes ex- 
pressed as fact,’ he wrote. ‘Through 
it all, however, people must care- 
fully pick their way to find the 
truth. The United States informa- 
tion program, I believe, makes 
their job easier. 

“*A major objective of our in- 
formation program abroad is to 
counter the persistent efforts of the 
Communists to weaken confidence 


OVER 5000 MAIL ORDER FIRMS listed 
in new directory. Only complete mail- 
ing list on the market. Get your share 
of this multi-billion dollar market. 
Send $10.00 to The Gibson Co., Box 
43, Denver 1, Colorado. 


MONEY BACK GUARANTEE 


Good 


year 

for a 

certain 
tire 


GOODYEAR TIRES were the 


big leader . . 


. in the first 


CONSUMER ANALYSIS of greater 
Newark . . . also the big 1954 
advertiser in the 


Newark 


News 


DAILY and SUNDAY 
Newark 1, New Jersey 


O'Mara & Ormsbee 


Log ARE OURO Oa i aE ra Te gee 
ce Se A eG ee A 
5 ee ee / Sa. Se: BST SES ey is $ ee EE oh ces ; aes oy pa Bohs ee ee ee . MS oe GOLA Z °°. es isd pe eee 
R* 
: “~ “ 
‘est 
ee i 
5 
7 
2 rt 
t ' 
_ 
ASS 
js 
a 
a 
ca! 
| 
i 
o . “ ss 
ee | 
“ 
r. 
A : 
aa 
| “i 
| a : 
* 
4 
As 
/ 3 : 
ce? 
ee > : 
ooo he 
a 
i Es 
Z 
QV a 
| d 
| c 
x 
"a: 
Siesta ig CE TES : 
; 
9 
OO —————————— 2 
; 
o 
, ie . , 
\ i$ 
qu 4 
| ‘, 
| ae | * 
| ee | | . 
RIS ERR SS Ty ES a ee AS eee ae nS A. Sa ee ae 
; - a 
| : “i 
ig | 
of 
. wy 
1 : ee 
ks \ { 
i = 7) ee 
; = 
—_ ~ 
Q +) ™ 
— , 3 
‘ - (= ‘ 
; vil a iy 
é , me 
Uy hy / A f E 
| PA i 
: ‘ Ke su = 
aly, : ee 
= Sal a ee ¥s 
~— \ * 
\. WY PS : 
| 
iW | 
.. | sf 
4 | { . “ 
po 5 
| a : 
: + Pe 2 
- : 
: - 
“Saal A ; 
) . WT | : 
; ~~ ay 4 a S/ . 4 
A : 
. a ‘. & 
; 
f a ; < - » « g i a2 
« Gt A eye cea : ae BF 4nee wt a eM : Pas a St H ae ? ee vets we ake se et Rg at See ; é : ah Myers a L ree 3 he ES Be . a fe ae ‘ Oe Aes i ee ae ot oe 
Saar | ba. aa SRE + fs io aera” 2 NS op BY Cole wat ee fs ie Fe eee bi, patch eae ah eare ope ae i? Ser Siac See Peas Ss FE ee Re Ring 8 ne ky ok INSETS 6 “< Se ae Soi RS SANE: Bodh ost ee af e Pe se Le iy mane aaa eet a eae veal e 5 tg ay 
Fil Bre Niet eee BI Ra ee eas CR Se, eR eRe ae eae oR ht Ne Se EA ca NE Ris ceed cpa OOF aoe» Nort cate gare edits Or = AUTO WT aget Ene Pec i ry PN ah BB Citar” an RS Sighs Np ok! Pe Pan RC Rn ee <> A aman g ne rnin? 
Dg a: Se te PRN 1 A Rn et Heel Bis, Po rg eo ee Sie Poe tet RCN ea come: Bim Pte AES ie es Kept Ne eae: ee PAE Oe po ho Pearce we Wee SG Cae Rosteee oe aE? : i oer S ts A es sis “cere ets yt, 
A ee ae pens ab ted Oe SOR ae i ON ed oe Bh. ee ee fe SST LN ays B Pepe Br Ph eee Ay NES ee of ee ge MS age iced ot cy an er ON erg tet ae i Garey! MON AIS. shed path gh Cea Ne 3 mbes? pa s 
Ar Mf Bra Sea Sie Pe Bae Paeee 5 22 RTE ROS Snes 2g oy sa gi aan ona ee Pk SAN assay eee ae fe co PO aan SR ae ts ae em MRE Satie ee ees ee OM et ee 8a hy as ee eS aE oOo SS EE oT pts pre ae 
SRS OL Ta RE a 5 aa TRS OS A er onan Satie Spe ice TPR aes AB NESS tdi OR hae See ry an SURE DY. ic 0 8 OO pence iW. fo SN ee ayy See ik wilt otiaine, et ae aeRRGS “ti ub em SR ie een Be cok role, ora ain Pic” name Chea Bet eee a ah eA Ee Ore yo Eee ROE men 0 aoe ee ee eee 


eet 


Bea FE AS OS TS 


SS Spies rd 


Advertising Age, July 4, 1955 


in American leadership and to dis- 
tort and defame the aims and poli- 
cies of our country. Such a pro- 
gram demands public support in 
America, for its content is not sim- 
ply governmental, in essence, but 
American in the generic sense of 
the word.’ 

“A similar opinion was voiced 
by John Davis Lodge, American 
ambassador to Spain. He said he 
welcomed the opportunity to make 
a statement on ‘the vital import- 
ance’ of an adequate United States 
information program overseas. 

“*T have long been on record for 
support of an adequate United 
States information program, both 
when I was in Congress and sub- 
sequently as governor of the state 
of Connecticut,’ Mr. Lodge wrote. 

“*Not only must we fight the 
insidious spread of communism 
with the truth, but we must also 
constantly explain our motives and 
our intentions to our friends so 
that there can be no doubt of their 
understanding of the path we are 
following in world affairs.’ ” 

EDWARD L. BERNAYS, 

Chairman, National Commit- 

tee for an Adequate Overseas 

U. §S. Information Program, 

New York. 


Suggests a Bar Chart for 
Dollar Cost-Per-Thousand 

To the Editor: The trouble with 
the bar chart in your June 13 arti- 
cle about rising costs-per-thousand 
is that visual impressions are often 
so strong that they subvert the in- 
tentions of the text. The bars in 
the chart represented the percent- 
ages of increase in cost-per-thou- 
sand. Percentage figures often 
serve the clever statistician in 
much the same way as rabbits, silk 
hats, colored scarves, playing cards 
and pretty girls in shorts serve the 
vaudeville prestidigitator. 

The net effect of your bar chart 
is, in the writer’s opinion, com- 
pletely misleading. Why? Because 
16% of 4¢ or 10¢ means much less 
than 3% of, say, $100. That’s why 
we can’t pay our landlords in per- 
centages. We have to use dollars. 

If ADVERTISING AGE wants to do 
something useful I suggest a bar 
chart representing the actual dollar 
cost-per-thousand which would be 
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VARIGRAPH 


LETTERING INSTRUMENT 


LETTERS EXACT SIZE TO 
FiT YOUR JO 


After only a few minutes of practice, 
anyone can do crisp, professional hand 
lettering with a Varigraph. All you do 
is move a stylus along the letters in a 
grooved templet. Work is always clearly 
visible. More than 600 variations in size 
and shape of letters may be produced 
from one templet — 126 templets and 
lettering styles. Letter with either pen 
or pencil. Letter directly on paper off- 
set plates. Varigraph is built to watch- 
makers’ precision, and guaranteed to 
deliver a long life of service. It will pay 
for itself many times over in a short time. 


Try it yourself — no obligation 
Write today — Dept. 62 


VARIGRAPH CO., Inc., Madison 1, Wis. 
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| dio—and of tv—to sell their stuff 


a fair average for each group of | 
media. The merit in this suggestion | 
lies in two facts: (1) budgets are 
matters of dollars and cents and 
(2) advertisers are going to pay 
this year’s cost-per-thousand, 
which will not be affected by what 
the corresponding cost-per-thou- 
sand was 2 years ago or 20 years 
ago. Advertisers must think in 
terms of what they must spend 
now, not "way back when they 
were licking their chops around 
the flesh pots of Egypt. 

Fortunately most advertisers and 
their agencies are aware of this 
and will not be misled by percent- 
age bar charts which tell how far 
you have gone but not where you 
started. 

To help launch the suggested 
chart we contribute the following 
statistic: The cost of a full run of 
the entire New York Rapid Transit 
system (IRT, BMT, IND) delivers 
a circulation of approximately 
170,000,000 a month at a rate of 
$7,641 a month, which figures out 
to a cost-per-thousand of 4.5¢. 
Incidentally, the unit of circulation 
is: ome person taking one ride 
(average ride 17.3 minutes). 

If it will propitiate your chart 
wizards, let them double or even 
triple the 4.5¢ figure to take in the 
cost of super deluxe four-color 
production before making their 
comparisons, 

ALLAN B. CHALFANT, 

Promotion Manager, New York 

Subways Advertising Co., New 

York. 
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Non-Prohibitionist Has 
Words for ‘the Liquor Boys’ 


To the Editor: Don’t get me 
wrong; I’m not a Prohibitionist. 

However, I must admit that one 
of the very best arguments I’ve 
ever seen or read for either re- 
strictions on liquor advertising or 
prohibition itself was an article I 
read in the June 6 issue of AA— 
in which George Mosley, v.p. in 
charge of advertising and sales 
promotion for Seagram-Distillers 
Co., held his advertising-dollar 
club over newspapers. 

What struck me as particularly 
interesting in that story is that 
while Seagram was fussing about 
placement of their so-called “mod- 
eration” advertising, they were al- 
so fussing because “national con- 
sumption of liquor has gone down 
in the last three years, even though 
general prosperity is at a high 
level.” Maybe somebody has been 
taking those “moderation” ads 
seriously! 

However, the whole matter be- 
came particularly vicious when 
Sam Youngheart, an advertising 
agency v.p., “praised newspaper 
advertising for the role it played 
in maintaining the sales lead of 
Seagram’s 7 Crown and criticized 
editorial departments for the bad 
press they gave the liquor business 
playing up such things as 
drunken driving.” 

Just why shouldn’t a paper play 
up a case of drunken driving 
when it occurs, when it is news? 
Don’t tell me that these liquor 
boys who holler so loudly for 
freedom of the press—and of ra- 


are thereby rendered immune to 
the consequences that are inherent 
in drunken driving! Why don’t 
they conduct their so-called “mod- 
eration” campaign where it’ll do 
some real good—at the places 
where the stuff is sold? For that 
matter, why not wrap the bottles 
in copies of the moderation adver- 
tisements and suggest that pur- 
chasers stop and read before they 
drink? 

I think if I were in the news- 
paper business and got an ultima- 
tum from an advertising agency 
for a client such as was quoted in 
this story, I’d tell them to take 
their Seagram’s 7 Crown, and use 
it for an enema. 

Rev. WILLIAM M. HUNTER, 
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GUARANTEED 
ANNUAL WAGE 


*THE $8 BILLION ARMED FORCES 
CONSUMER MARKET 


Sell this rich family market through 
top-circulation “TIMES” Service Weeklies. 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE 


Army Times x Air Force Times * Navy Times pes 
‘MEMBERS: AUDIT BUREAU OF CIRCULATIONS AS ‘ 
ARMY TIMES PUBLISHING CO., 3132 M ST., N.W., WASHINGTON 7, D.C 
U.S. OFFICES: Boston, Chicago, Detroit, Los Angeles, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Pastor, First Presbyterian 
Church, Robinson, Il. 


Retail sales for Fabulous Phoenix* 
increased 15.9 per cent® during 
first quarter of 1955 over same 
period of 1954. More than half all 


Arizona’s record-breaking retail 


sales, up 10.9 per cent for the same 
period, were packed into this one- 


county bonanza of business. 


The one-buy single insertion “Phoenix 
Republic and Gazette,” daily and 
Sunday, delivers complete saturation 
of metropolitan Phoenix, containing 
about half of Arizona’s population, 
plus statewide coverage 


*Maricopa County 
° Arizona State Tax Commission 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX, ARIZONA. 


National Representatives: Kelly-Smith Company 
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There are two major functions to cultivate in the Chemi- 
cal Process Industries . . . production and management. 
And only Chemical Engineering and Chemical Week do a 
specialized, selective editorial job for each. Together these 
two McGraw-Hill leaders give you a purchasing-powered, 
all-paid circulation in each function . . . with a duplication 
among individual subscribers of only 6.8 percent! Why slow 
down your selling with publications that compete for the 
same reader? In this fast-moving, $41 billion-a-year spend- 
ing CPI market, sell both CPI buying groups . . . with Chemi- 
cal Engineering and Chemical Week. Ask your agency! 
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Plastics Society 
Promotes Standard 
Seal of Approval 


New York, June 28—A unique 
musical show that starred a set 
of U. S. Department of Commer 2 
standards was presented here to 
some 500 manufacturers, re- 
tailers, and editors of fashion and 
shelter magazines. Its objective 
was to promote use and acceptance 
of a seal representing standards of 
excellence for vinyl plastic film. 

Sponsored by the Society of the 
Plastics Industry, the show dem- 
onstrated the uses to which vinyl 
film currently is being put. These 


AUSTRIAN ADVERTISING 
AGENCY 
16, Weltestie, Veme 


Member of the International 
Chamber of Commerce 


Be eee is 


included serving as components of | 
rainwear, shower curtains, table-| 
cloths, draperies and nursery items. 
On exhibit also were dozens of| 
products made by 100 manufac-) 
turers from vinyl film supplied by| 
11 processors of the material. 

The show was staged as part at 
a continuing program of promo-| 
tions aimed at informing the con-| 
sumer that “there is a yardstick | 
she can use in buying vinyl prod-| 
ucts that will assure her of top 
quality, appearance and perform- 
ance,” according to a statement 
issued by the society. 


= “This yardstick,” the statement 
continued, “is the standards of 
quality developed by the industry 
and the U. S. Department of Com- 
merce, And the visible means by 
which the consumer can identify 
standard quality vinyl film mer- 
chandise is the Seal of Quality .. .” 
The seal currently is being ticketed 
to all products made of vinyl] film 
which meets a rigid 14-point test 
of physical properties set by the 


Seemingly Ideal Conditions 
are often Lures 


to “Empty Waters” 


So say the experts—especially those ad pro- 
duction men whose experience has taught 
that what looks good isn’t always the best 
buy * They insist that you’re far more cer- 
tain of getting your “‘full quota’”’ of value 


when you stay with 


an engraving source 


whose fine craftsmanship, superior repro- 
duction skill, and understanding coopera- 
tion have been proved by time and perform- 
ance * ROGERS’ year after year records 
make an imposing list of those whose ad- 
vertising is consistently outstanding. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
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by means of an electric motor, 


industry and approved by the gov- 
ernment department. 

According to a spokesman for 
the society, some of the 11 proces- 
sors and many of the manufac- 
turers already have begun to in- 
clude the seal in their advertising, 
and others are expected to do so 
in the near future. 


Zotox Pharmacal Appoints 
Leyla Sefa Ad Manager 


Leyla Sefa, Turkish-born ad- 
woman, has been appointed adver- 
tising manager of Zotox Pharma- 
cal Co., Stamford, Conn. Miss Sefa 
came to the U. S. at the age of 12, 
began her career Bele 
as a Montgomery ' 
Ward copywriter, 
worked for the 
Office of War In- 
formation during 
the war and was 
with J. Walter 
Thompson Co. 
from 1949 to 
1954. 

She has _ just 
returned from 
Turkey, where 
she was with Standard Oil Co. of 
N. J. Miss Sefa is the grand- 
daughter of Dr. Riza Revfik, Mid- 
dle East poet, who was minister of 
education under the Sultan. 


Leyla Sefa 


»|K&E Names Lawrence V.P. 


Walter A. Lawrence, former 
Westinghouse account supervisor 
at Fuller & Smith & Ross, has been 
appointed v.p. in charge of the 
Chicago office of Kenyon & 
Eckhardt. Westinghouse recently 
shifted its consumer advertising to 
McCann-Erickson. K&E’s Chicago 
office handles the Whirlpool ac- 
count. Mr. Lawrence was previous- 
ly an account executive with J. 
Walter Thompson Co. and with 
his own agency, Bacon & Law- 
rence, San Francisco. 


DISNEYLAND & STENSGAARD—W. L. Stensgaard and As- 
sociates, Chicago, has created miniature displays of 
Walt Disney characters and Disneyland amusement 
park, Anaheim, Cal. The left display, which rotates 


of “Frontierland 


shows Timothy 


‘Disneyland’ of Wood 
and Plastic Created 
by W. L. Stensgaard 


CuHicaGco, June 28—Miniature dis- 
plays of the animated characters 
created by Walt Disney and scenes 
of “Disneyland” amusement park 
were shown here for the first time 
last week by W. L. Stensgaard & 
Associates. 

W. L. Stensgaard, company pres- 
ident, said the displays will be sold 
to retail stores for use in show win- 
dows during the Christmas season. 
Many of the displays are mechan- 
ical action, with power furnished 
by electric motors. Most of them 
are hand-made of wood or plastics. 

Among the more outstanding dis- 
plays are a 12’ glassed-in rocket 
ship, complete with a moving 
elevator, plastic passengers and 
boarding platforms; an animated 
“Disneyland” band, featuring Mick- 
ey Mouse on trumpet and Goofy on 
drums; an 8’ high revolving Dum- 
bo elephant, and a mechanical ac- 
tion train, which carries Disney 
characters as passengers. 


NBC Film Boosts Jacobi 


Frederick Jacobi, who has been 
with the syndicator for some time, 
has been named publicity manager 
of the NBC Film Division, New 
York. He succeeds Charles 
(Chuck) Henderson, who has been 
appointed manager of field ex- 
ploitation of National Broadcast- 
ing Co. 


Mangan, Snyder to NBC Spot 

Frank Mangan has left Katz 
Agency to join the Chicago office 
of NBC Television Spot Sales. At 
the same time, William L. Snyder, 
formerly with Avery-Knodel, has 
been named to the Chicago staff of 


NBC Radio Spot Sales. 


Mouse, the ringmaster, putting eight Dumbo ele- 
phants through their paces. The other is a display 
»’ one of four sections of the amuse- 
ment park. The displays will be sold for use in store 
windows and toylands at Christmas time. 


Omaha Adclub Elects Officers 


William S. Hutcheson, president 
of Hutcheson Studios, has been 
elected president of the Omaha 
Advertising Club. Other new offi- 
cers include Robert Savidge, Bu- 
chanan-Thomas Advertising Co., 
lst v.p.; Ed Covert, Record Print- 
ing Co., 2nd v.p., and John Henry, 
Omaha Better Business Bureau, 


secretary-treasurer. 


Meriden-Wallingford 
Connecticut 


Population Now 


71,400 


Gain of over 


27.2% 


Over 1950 U.S. Census 


More People to 
Buy More Goods 


TheMeridenRecord-Journal 
Meriden-Wallingford, Conn. 


National Representatives 
GILMAN, NICOLL & RUTHMAN 


* Conn. State Labor Dept. 
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98% Family Coverage 
of City Zone 


66% Family Coverage 


Retail Trading Zone 


4 s Bi W rf 
Response in a Big Way 
—Merle J. Brubaker, Sioux Falls Food Broker 


“There's no question that the Sioux Falls Argus-Leader does the 
outstanding job of moving food products in this 14-county area. For 
every dollar invested, we've seen it bring response in a big way.” 


THIS 14-COUNTY AREA HAS FOOD 


SALES OF $43,950,000 A YEAR 


The Argus-Leader concentrates its 53,000 
circulation in this ABC retail trading zone 
— dominating these counties with 66% 
coverage, unequalled by any other me- 
dium, plus 98% coverage in metropoli- 


SIOUX FALLS 


rqus: 


tan Sioux Falls. 

You need only the Argus-Leader to car- 
ry your sales message to the prosperous 
families in this 43 million dollar* food 
market! 


*Sales Management, 1955 


Leader 


South Dakota’s Leading Newspaper 


Represented by GILMAN, NICOLL é RUTHMAN 
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Salesense in Advertising... 


Some Random Notes on Trademarks 
and Trade Names 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Every now and then readers of this col- 
umn seek my views on the merit of a pro- 
posed trademark, trade name, or trade 
character. Although I have spent hun- 
dreds of frustrating hours, over the years, 
in this department of 
creation, I make no 
claim of expertness; 
my success has been 
only average, or less. 
However, I do have 
some notions on the 
subject, and for what 
they are worth I offer 
them herewith. 

One notion is this: 
A trade symbol is like- 
ly to be appealing and memorable when 
it is the product of a thorough under- 
standing of what interests people and 
why. Most human beings, for example, 
have an intense interest in animals. Near- 
ly all families have a pet—a dog, a cat, 
a canary, a parakeet, a goldfish. A crowd 
of people, grownups as well as children, 
will stand for a quarter of an hour watch- 
ing the antics of an organ-grinder’s mon- 
key. Great throngs will crane their necks 
for an hour or more watching firemen 
rescue a bewildered kitten from high up 
in a tree. Periodicals of huge circulation, 
such as the Reader’s Digest, make a prac- 
tice of including animal stories in prac- 
tically every issue. 

Animals, in short, are one of the things 
that interest people. 


® L. C. Probert, Chesapeake & Ohio v.p., 
knew of this great human interest when 
he dreamed up the railroad’s beloved cat, 
“Chessie.” And in doing this, he per- 
formed a notable act of business imagina- 
tion. 

Twenty-three years ago there was 
printed in newspapers everywhere, news 
of the death of a man who painted one of 
the world’s most celebrated pictures. 

The subject of this picture is a dog—a 
little white fox terrier with black ears, 
head cocked, eyes puzzled, as he listens to 
his master’s voice coming from the horn 
of a talking machine. “His Master’s 
Voice,” painted by Francis Barraud, was 
not originally made for commercial pur- 
poses. Barraud, entranced by the behavior 
of his little dog, Nipper, on hearing a talk- 
ing machine, did the painting for art’s 
sake. 


® The picture became a famous trade- 
mark because somebody in the Gramo- 
phone Co., of London, knew what in- 
terested people. Realizing the great hu- 
man appeal of the little dog, he bought 
the painting from Barraud for his com- 
pany. Later, “His Master’s Voice” came to 
America when the Victor company ac- 
quired a controlling interest in the Eng- 


lish company? 

Barraud’s puzzled fox terrier is the best 
known dog today in the whole wide world, 
Napoleon and Lassie not excluded. His 
owners, who list him as one of their most 
valuable assets, have instructed firemen 
that the first thing to save, in case of fire, 
is Barraud’s original painting of Nipper. 

The camel as a trademark for a cigaret 
was conceived by R, J. Reynolds, a great 
lover of animals, who understood their 
great appeal to people. 

Only a very modest advertising fund 
was available for the launching of Kools 
in 1923. Small ads—quarter pages in black 
and white—had to fight the big color 
pages of competitors for attention, and 
that took some doing. An attention-at- 
tracting, interest-compelling element was 
sorely needed. Again an animal was the 
answer—that droll and debonair penguin, 
Mr. Kool. The public took the captivating 
little bird to its heart—the advertising 
caught on in record time. Mr. Kool, in- 
cidentally, sets the style in the penguin 
“body beautiful”; he is much plumper and 
jollier than the real-life birds, and many 
artists, preferring him to nature’s own 
version, use him as a model. 


# But animals are only one of many, 
many things that interest people. In story 
and song the charms of simple rustic life 
“down on the farm” are forever being 
eulogized. Even city dwellers who have 
never been west of the Hudson dream 
wistfully of spending the rest of their 
days in the country. And erstwhile rus- 
tics, now big-city folks, pine away with 
nostalgic yearning for the little red 
schoolhouse and the joys of the groaning 
farm table. 

Hence it is that we find Log Cabin 
as a name for molasses and syrup; Grand- 
ma’s Old Fashioned for molasses; Meadow 
Gold, Brookfield, and Land O’Lakes as 
names for butter; Deerfoot Farms for sau- 
sage and bacon; Catskill Mountain for 
smoked turkey and sausage; Old Home- 
stead for hams and bacon; and Pride of 
the Farm for catsup and tomato juice. In 
Aunt Jemima as a name for pancake 
flour, in Maxwell House for coffee and in 
Rastus as a trademark for Cream of 
Wheat, we see appeals aimed at the pre- 
vailing belief that the old South, Negro 
cooks, and good food are synonymous. 

People are interested in gayety, light- 
heartedness, fun. There are some types of 
products—little things that. are bought 
for the pleasure of the moment at a cost 
of only a few pennies—that should not be 
too heavy and serious in their bid for 
public favor. A man who wants a Kup- 
penheimer suit is not likely to ask for a 
“Kup,” but somehow when he wants to 
drink a Coca-Cola it seems perfectly fit- 
ting to say, “Gimme a Coke.” 


® Consider, then, the mood people are 
probably in most frequently when they 
buy your product. If it is a trifling pleas- 
ure-of-the-moment product that sounds 
like fun, try for symbols that fit the mood. 


‘Another example, 


This has been done most effectively, I 
think, in the candy field, and here are 
a few popular names in evidence thereof: 
Chuckles, Baffle Bar, Charms, Baby Ruth, 
Jolly Jack, Love Nest, Payday, Power 
House, Life Savers, Snickers, Forever 
Yours, Dreams, Tootsie Rolls, Hi-mac, 
Jolly Time (popcorn), and Crackerjack. 

The most insistent urge that motivates 
the human race is, as everybody knows, 
the good old biological one. There is seem- 
ingly no limit to the length human beings 
will go in response to the proddings of sex 
hunger. The makers of perfumes have, 
more than any other type of advertiser, 
capitalized on this human weakness, if 
weakness it is, in creating names for their 
products. On any toilet goods counter 
there will be found on sale provocative 
essences with such names as My Sin, 
Naughtiness, Shameless, After Dark, Tan- 
talizing, Dangerous, Seductive. Few ad- 
vertisers in others fields, including 
women’s clothing and accessories, have 
gone as far as perfumers in this direction 
—which is probably just as well. But the 
principle they follow in naming their 
products does show that they know what 
interests people—and why. 


= If your product is one that is superior 
in a special point of advantage to the con- 
sumer, and if you desire to give this sell- 
ing point continuous emphasis, you may 
find it desirable to emphasize it with your 
trade name, your trademark, or your 
slogan. The little chick breaking out of its 
shell, which is the Bon Ami trademark, 
together with the legend “Hasn’t scratched 
yet,” illustrates the principle admirably. 
already mentioned, 
gives double emphasis to the major sell- 
ing idea—first, with the name itself, 
Kools; second, with the little trademark 
character, Mr. Kool. The name Cream of 
Wheat for a cereal suggests the smooth, 
creamy texture of the product, which is 
one of its distinctive characteristics. Soft- 
asilk, as a name for a cake flour, is very 
suggestive, and so is Rice Krispies as a 
name for an exceptionally crisp rice 
cereal. Another fine, suggestive name is 
Tender Leaf brand as a name for a tea. 

So many business men, big and little, 
seem to be utterly indifferent to the magic 


power of words. If they have any appre- 
ciation at all of the pleasing and persua- 
sive implications and connotations of 
words, they fail completely to show it so 
many, many times. A man must be 
“word-deaf” indeed when he creates a 
lovely piece of glassware and calls it Con- 
gress Crystal or Sterling Brand or some 
other such thing; or when he weaves a 
beautiful rug and calls it Leadership 
Loom; or when he invests thousands of 
dollars on the decor of his smart new store 
and calls it Jackson’s Dress Shop. But that 
is exactly what happens much of the time. 


= Frequently business men, going too far 
in their eagerness to be original, come up 
with such mysterious enigmas as Alseco, 
Kysite, Ka-Bar, Mac-Rac, Rotorex, Esco- 
lite, Myst-O, Calart. I find upon investi- 
gation that what Calart really means is 
synthetic flowers. But who would ever 
guess it? Such words, in my opinion, have 
little value; they denote nothing, connote 
nothing, paint no pictures, have no com- 
mon point of interest with the consumer, 
are hard to pronounce, difficult to re- 
member. These names, mere inventions, 
are not the end result of fine imaginative 
thinking of the kind we are considering 
here. 

Sometimes coiners of words, straining 
hard to create a name that will describe 
the functions and superiority of a product, 
arrive at weird results. Kelp-I-Dine, a 
concoction for reducing, may mean the 
ashes of seaweed, but who could guess it? 
Edward Sidney Rogers, in Roger Barton’s 
excellent “Advertising Handbook,” warns 
us against coined words that are difficult 
to pronounce. He says that “people hesi- 
tate to make the attempt for fear of being 
ridiculed. An example is one woman who 
was a witness in a case involving a food 
product sold under a most euphonious in- 
vented title. She testified, when asked 
how she identified the article, ‘I usually 
point to it when I see it; if I can’t see it, 
I don’t buy it. I am not sure how to pro- 
nounce the name, so I never try. I am 
always afraid I’ll get it wrong and people 
will laugh.’ In this particular case the 
drawback was so serious and so many 
complaints were made that the name 
was changed to one less difficult.” 


Looking at Radio and Television... 


Revolt Is on the Way 


By The Eye and Ear Man 

The time is coming for the revolt of 
the advertisers. Fun’s fun, but the lamb 
will some day turn out to be a wolf in 
sheep’s clothing and wrath will be turned 
on the network administrators. 

Gripe number one is getting gripier 
all the time. Advertisers pay a handsome 
sum for time and talent for nighttime 
television. They are allowed three min- 
utes for a half-hour show and six min- 
utes for an hour show to sell their prod- 
uct. That is, if they pay for the time. If 
they don’t pay for the time, but instead 
hire a grubby little agent, they get un- 
limited plugs on any number of shows 


for a nominal fee. These are the leeches 
and blood suckers of our business. 

The greatest amount of commercial 
blood-sucking goes on high budgeted 
shows. Anachronistic, isn’t it? The great- 
est of the leeches are the motion picture 
experts. It is remarkable what a bill of 
goods these high-powered press agents 
have sold the innocent and obviously 
inexperienced networks and producers 
and uncomplaining lambs representing 
agencies and advertisers. In exchange 
for a six-minute plug for stars and ve- 
hicles, the motion picture industry this 
fall is going to “give’—for a large 
amount of money—a program using a 
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To get your salesman inside 
the prospect's office... 


You’ve got to get past the reception desk to sell a man insurance. Especially when 
it’s Group Insurance you’re selling and your prospects are tough-to-see key executives. 


Liberty Mutual Insurance Company finds Fortune reprints effective door-openers for 
their salesmen. Writes Robert Mattox, Assistant Vice-president: 


“Our salesmen mailed reprints of our Fortune advertising to prospects for Group 
Accident and Health Insurance. For every three names followed up, our men got 
two interviews with prospects... 


“Fortune impressed them and stimulated them to do more merchandising of our 


advertising than they had done in recent years. .. . It turned out to be a good thing 
all around.” 


Fortune’s “Results Case Book”’ is full of success stories from the files of advertisers 
like Liberty Mutual who have found Fortune Gets Results. Why not ask your Fortune 
representative to review his copy with you? 


Fortune Magazine, 9 Rockefeller Plaza, New York 20, N. Y. JUdson 6-1212. 


FORTUNE GETS Jisocunica 
* Fortune's direct line to 250,000 key management men | By a 


reaches the buying core of America’s vast $200 billion 
industrial market. These are the men who make the big IE ‘| a 
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decisions. Two out of five are directors of companies. asec ememceres | er 
Total directorships held: 169,000. 
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portion of a picture on the services of a 
contract star. This plug, plus the normal 
commercial time, means that one-fifth of 
the program is commercial. 


= What happened to the NARTB code, 
fellows? What happened to the gimlet- 
eyed censors and the letters “cease and 
desist” advertisers, who ran ten seconds 
over their commercial time, used to get 
from the second-counters with the rapid 
stop watches? What ever happened to the 
star salesmen who were going to sell 
millions of dollars’ worth of advertising 
to the motion picture moguls for ex- 
ploitation? Who’s getting the commission 
on millions of dollars’ worth of free plugs? 

Jesse James rides again. Mighty ad- 
vertisers are being taken in by the old 
Spanish prisoner racket thinly disguised 
as publicity for a star. Ed Sullivan 
started it and all the boys are now tum- 
bling on the bandwagon. Is it a nefarious 
plot on the part of the film people to 
force the public to get so exasperated 
with excess of commercials—legitimate 
and free—that they will yell for pay 
television? Incidentally, pay tv may be 
completely possessed by the motion pic- 
ture industry, which then can thumb its 
nose at commercial tv. 

And how about the magazines? Who 
needs the two-minute commercial any 
bum will give a magazine just because 
his picture, romping on the beach with 
15 beautiful chorines, is on Page 97 of 
the current issue? Not the advertisers. 
Not the networks. Are the magazines a 
potential customer of the networks or are 
they not? Where do they get away with 
the free ride? 


® Did anybody mention Bob Hope? He 
studs his shows with product mentions, 
and they aren’t his sponsor’s products. 
How come? Doesn’t anyone mind splitting 
the time for free? And Martin and Lewis? 
Or Steve Allen? The general legend in the 


Tips for the Production Man... 


2) ‘ 


trade is that this is part of the writer’s 
graft, and that the comedian goes along 
with it. This still seems a generous and 
naive interpretation. There were and still 
are a number of characters who make 
their livings by getting free plugs on 
sponsored shows. And one certainly won- 
ders if the sizable gifts in cash, products 
and luxury items are reported to the 
Bureau of Internal Revenue. 


® And how about the airlines? How can 
anyone expect them to buy much legiti- 
mate television space when they can get 
a free plug worth $10,000 on anybody’s 
slide rule just for giving Aunt Minnie a 
$150 ride to be on Ralph Edward’s pro- 
gram? And that poor little fellow is only 
making enough profit in a telecast year 
to buy an airline of his own. As any 
viewer knows, any number of shows are 
guilty of giving the airlines free rides. 

This list could go on and on. It doesn’t 
have to. Every advertiser gets sicker and 
sicker of this abuse. Will it end with all 
shows sustaining and all plugs completely 
merchandised so that the advertiser never 
has to put money out for time or talent, 
but instead pays the network in product 
for the mention on the big business Barter 
Theater? Ridiculous as it sounds, that is 
the direction of our present course. 

How now, ANA? Isn’t that the subject 
of a bulletin advising your members to 
insist on three minutes of commercials 
per nighttime half hour for their products 
only? How now, Four A’s? Can you ima- 
gine how much commission goes along 
with a free plug, and how detrimental to 
the real commercials when listeners fi- 
nally wade through the parasites? How 
now, networks? You of all people can stop 
this evil practice. Why not get the free 
rides for legitimate customers by “going 
to black”’ when the unwanted visitor tries 
to climb aboard. You have the censors— 
you have the authority. Please, fellows, 
let’s wipe it out before it gets bigger 
than all of us. 


Production Man's Miscellany 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

The Fairchild Scan-A-Graver, the ma- 
chine which electronically makes plastic 
halftone and line plates direct from 
original copy, has now perfected an at- 
tachment which enables the machine to 
produce reverse line cuts. Just a flick of 
the switch makes the necessary adjust- 
ment. The Fairchild machines are leased, 
not sold. This development widens the 
scope of work which can be turned out 
on the Scan-A-Graver. 

+ a * 

The use of blueing to whiten paper 
dates back to 1746, and its discovery was 
accidental. A Mrs. Bottomshaw, the wife 
of an English papermaker, lost her clutch 
on a bag of blueing and it dropped into 
her husband’s tub of pulp. He finished 
the batch and it turned out just fine. 

~ * * 

A versatile and tough new sheet of 
latex-impregnated paper has been intro- 
duced on the market by Sorg Paper Co., 
papermaker of Middletown, O. The new 
product is called Tensalex. It has re- 
markable tear-strength, prints beautiful- 
ly by any printing process in single-color 
or multi-color. The sheet was developed 
in the Sorg research laboratories 15 years 
ago, and for the past six years has been 
proved in use, says the manufacturer, for 
special purposes. 

The purpose of Tensalex is to provide 


a paper that is strong, durable, and flexi- 
ble, It is suited to purposes where there 
is rough or frequent handling and where 
treated cloth or cloth-backed paper 
would normally be used, at lower cost. 

Suggested uses are for price tags, 
mailing tags, inventory tags, cloth bag 
tags, cloth bag labels, mattress labels, pil- 
low labels, furniture labels, lubrication 
labels, pressure-sensitive labels, outdoor 
signs and pennants, parts catalogs, train- 
ing and sales manuals, maps, children’s 
picture books, boojg jackets, and other 
uses. 

The manufacturer offers to send sam- 
ple sheets without cost and to supply the 
name of the nearest distributor. 

a * . 

Leo P. Bott Jr., Chicago adman writing 
in his client letter “Ad-Lib,” remarks on 
the hypotenuse oblong as a size for fold- 
ers and booklets. He points out that these 
proportions are unique in that the same 
proportion is retained no matter how 
many times folded, and will cut out of 
23x35. To determine booklet size using 
this formula, he says, take the width of 
your choosing, form a square, and the 
hypotenuse (diagonal connecting opposite 
corners) is the dimension for the correct 
height, 

* * 7” 

To Fox Talbot in 1853 is given the 
credit for originating the halftone idea. 
He broke up the surface of a printing 
plate by exposing the sensitized metal 
under an open mesh. 
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The Creative Man’‘s Corner... 


CARPET 1S SO EASY TO CARE FOR 


sty that mab er hed 


MONE TET MONE COMPOHT WORE BEAUTY 


In short, we feel this is an awfully mild way to attempt to get more carpet 

into the home. A slogan states that “home means more—with carpet on the 
floor.” This is the typical rhyming slogan that so many institutional advertisers 
fall in love with. The assumption is made that, because it rhymes, it is more 
memorable—which is undoubtedly a sound assumption. However, unless it 
makes sense, what is the use of remembering it? Does home mean more with 
carpet on the floor? We have a friend with a room in his home that sports a_ 
brick floor—and, all in all, his home seems to mean a lot more to folks who | 
visit it than many houses loaded with carpet. 
( As for carpet being easy to care for—as the caption so blithely states—we 
wonder if anyone in Carpet Institute Inc. has a cat, or a dog, or even a young 
child who, at one time or another, has let go in one way or another. This sort of 
thing has happened in our home and we found it quite a bit easier to clean up 
{ when it occurred in the kitchen than when it occurred in the living room. 

These are things that this ad, like so many institutional ads, simply over- 
looks. However, unlike sponsors of such ads, readers of them live in a real 
world where such things cannot be ignored. In addition, we feel a lack of 
practical merchandising in this ad, too. It suggests we ask our dealer about 
the wonderful colors and textures of today’s new rugs and carpets, but it 
gives us no immediate reason for going to our dealer. And, from our ex- 
perience, very few people ever get around to seeing their carpet dealer. Last 
time we visited ours you could have shot moose in the place. 


Readers Want Reality 


Like so many institutional ads we come upon, this one—for Carpet In- 
stitute Inc.—is done tastefully, interestingly and with no small degree of 
craftsmanship. Yet we cannot escape the feeling it is dictated more by wish- | 
ful thinking than by an unblinking consideration of the hard realities. 
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On the Merchandising Front... 


Field Contact Is a Benefit 


By E. B. Weiss 
Merchandising Consultant 

Quite recently, a trio of top executives 
for Columbia Records hit the road, tour- 
ing the country for the twin purpose of 
developing better relationships with deal- 
ers and to obtain trade information first 
hand. Those three top executives include 
Columbia’s president, exec. v.p., and di- 
rector of sales, 

The phonograph record industry is 
going through quite an upheaval. Tech- 
nology is creating large disturbances. Dis- 
tribution is being changed mightily. The 
pricing structure has been changed vio- 
lently. Public taste is becoming increas- 
ingly difficult to predict. 

It makes good sense, therefore, for the 
top executives of Columbia to get out in- 


to the field. The desk-bound executive is 
one of our modern phenomena; I am 
talking now of executives whose primary 
concern is, or should be, the selling end of 
the business. Few of these executives ever 
meet the trade, except under the most 
artificial of conditions. This is, of course, 
especially true of executives with our 
large corporations; it is, however, almost 
equally true of the topside of our medium- 
size corporations, too, 

I am not saying that this trio of Colum- 
bia executives is meeting the trade under 
completely practical conditions. Advance 
staging by local executives can very 
easily make a tour of this kind quite mis- 
leading—very much like a “guided” tour 
of Soviet Russia! 

But where top home office executives: 
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can come in contact with the trade under 
reasonably normal conditions of give and 
take, there is little question that both the 
manufacturer and the trade can benefit 
considerably. I believe that this proce- 
dure can be of particular competitive val- 
ue to the medium-size company. Yet, if 
we were to classify among our national 
advertisers the volume range of $10,000,- 
000 to $25,000,000 annual volume as repre- 
senting a medium-size organization, I 
dare say that we would find that not 5% 
of the presidents and exec. v.p.s of these 
companies have anything remotely resem- 
bling a normalized field contact with the 
trade. Please note carefully that word 
“field”; I am not referring to the ease 
with which the trade can usually see and 
talk to executives of this type of company 
when the trade visits the home office. 


= I understand that these Columbia 
Record executives found, early in their 
field contacts, that some stores, in order 
to reduce breakage and pilferage, were 
displaying only the sleeves of albums, In 
this way, the customer got all of the in- 
formation required to make a buying 
decision, yet the handling of the records 
was eliminated. That might suggest 
changes in album design. Another early 
discovery was that some department 
stores are installing record sections on the 


main floor, in addition to a regular up- 
Stairs department. A third discovery was 
the trend away from listening booths. 

Now it is entirely likely that reports on 
these and other trends had been filtered 
through from the field to these home of- 
fice executives. But a paper report seldom 
conveys the impact of eyeball observation 
at the point of sale—particularly when 
that. eyeball observation is accompanied 
by comments by the trade factor. 


= In any event, I suspect that, just as it 
was found years ago that salesmen auto- 
matically spent more time out in the field 
when their desks were taken away from 
them, so, perhaps, a bit of desk-snatching 
might get more top executives, especially 
of our medium size companies, to spend 
more time out in the field. I think, too, 
that the all-too-common 24-hour week, 
which is so prevalent among top execu- 
tives, might very well give way to an in- 
human 40-hour week! 

However, when top management hits 
the road, traveling as a troupe may not be 
advisable. Artificial conditions are imme- 
diately created, And the less prearranging 
by field men the better. 

Moreover, it isn’t so much what the 
trade may say that is important; it is ob- 
servation of what the trade is doing that 
may be highly revealing. 


Some Thoughts on Research and the 
Writing of Effective Copy 


The following, we are informed, started out to be a letter to the editor. 
But the writer, having done considerable meditating about the “sloppiness 
and ineffectiveness of too much current copy,” seems to have been carried 
away with his subject—and rather interestingly. He is a veteran of the 
market research and advertising departments of Montgomery Ward & Co. 


By Glenn B. Meagher 

I am in favor of research. In fact, I 
made a precarious living at researching 
for seven of the more than 20 years I have 
subsisted on the crumbs from advertis- 
ing’s board. 

I say “precarious” because three times 
that horse was shot from under me, due 
solely to liquidation of research activities 
in the wake of changes in management 
personnel and policies. When there is re- 
trenchment, research is immediately ex- 
pendable. 

I have watched research become more 
and more complex and expensive with 
some concern as to “whither goest.” To- 
day you almost have to have a psych 
Ph.D. even to discuss the subject; other- 
wise, before you can say “deep motiva- 
tion” you are left behind. 

Two questions have arisen in my mind 
whenever I’ve thought about research: 


® 1. What about the “little fellows” 
who can’t afford a stable of Ph.Ds pur- 
suing motivation through the deeper 
chasms of the human landscape? Are they 
going to have to close up shop sooner or 
later? (Of course, this is only part of a 
much larger question, tangled up with the 
current demand for D. Sc.s to automate 
the plant and C.P.A.s to account the costs, 
et cetera, et cetera.) 


© 2. What are we now getting out of 
advertising research? What does it teach 
us? 

The answer to the second question to a 
large extent disposes of the first. 

More and more I come to the conclusion 
that research largely only confirms what 
we should know—what we were told back 
in Advertising or Marketing I, or by that 
old-school copy chief we broke in under. 
It tells us what the captain at the rescue 


mission might tell us: 

“You have strayed. 

“Here is the straight and narrow path, 
right where it has always been.” 

I readily admit it has been a few years 
since I actively engaged in research as 
a primary activity, though I have con- 
tinued to use it on the side throughout my 
exposure to advertising. I do read a bit, 
and I don’t think there has been any truly 
basic change in research. 


= Time after time I have seen an elab- 
orate and prolonged study, a few by the 
big specialists, prove conclusively what 
we should have known already, but, un- 
fortunately, in many cases were not ap- 
plying. I presume the value of research 
is no less in such cases than if it had 
discovered “principles” for the first time. 

Often research has revealed that some 
one has yielded to the temptation to write 
copy and make layouts that were clever, 
or smart, or different. And in so doing he 
had lost sight of the simple objective of 
nearly all advertising—to sell. It had been 
forgotten that the best means ever devised 
to sell anything is to tell potential buyers 
what the merchandise can do for them. 
Simply “customer benefits” stuff. Simply 
the old “reason-why” stuff. Simply tell- 
ing it simply, clearly, completely. I al- 
most added “convincingly,” but how can 
copy that does those other things fail to 
convince? I know, that is doing it the 
hard way. It’s always harder when you 
make it easier. 


® Time after time when I was doing re- 
search on mail order presentations I 
found that all we were proving was what 
we already knew. In mail order you don’t 
have to devise any tricky questionnaires. 
You don’t need any motivation studies. 


The answers (the votes) are right there to 
count. If one presentation sells and an- 
other doesn’t, you lay them side by side 
and find out what is different between 
them. Almost invariably the answer is the 
same. 

When you put the facts on the line, 
simply and completely, for sound and 
marketable merchandise, it sells. 

Just a couple of examples, deliberately 
prewar, so they mean little now beyond 
the principles involved: 


* 1. Two presentations of musical in- 
struments were superficially almost iden- 
tical. One sold extremely well; the other 
indifferently, No industry trend or other 
extraneous factor could be found to ac- 
count for the difference. Strong testi- 
monial copy from known “names” in the 
musical world, attesting the quality of the 
instruments, was used in the successful 
ad. It was dignified and believable, how- 
ever. There was no sly implication that 
these “names” actually used the modestly 
priced instruments offered. The copy 
quoted in simple, clear language, state- 
ments that these people had tried the 
respective instruments and found them 
excellent values, with good tone, and well 
suited to the needs of amateurs and begin- 
ners. The less successful ad used almost 
the same layout. But an economy had 
been introduced. Instead of pictures and 
quotes of known musicians there were 
fictitious characters and fictitious words. 
There was also some mealy-mouthed 
double-talk about $9.98 violins being 
faithful reproductions of genuine Strads, 
etc. The resulting flat notes in the ship- 
ping department sounded bad even to a 
tone-deaf “clever” copywriter. 


® 2. Two presentations of another prod- 
uct were strikingly similar. They even 
enumerated exactly the same sales points. 
But, one presented believable, specific 
laboratory reports to back up its claims. 
It sold merchandise. The other relied on 
unsupported assertion. It all but flopped. 
The supporting facts are sometimes the 
most important facts of all, 


® In scores of cases we found that, where 
lazy copywriters or “literary” copywriters 
leaned heavily on easy generalizations, 
broad sweeping claims, they didn’t im- 
press anyone out there where sales are 
made. These customers were utterly in- 
different as to whether something was the 
“first” or the “latest” or the “oldest” or 
“newest” or “largest-selling” or made by 
the “biggest plant on earth” and sold by 
the “biggest store on earth.” 

They just weren’t stampeded by the 
world’s finest array of superlatives. Yet, 
a single, simple little honest-to-goodness 
fact that was aimed right straight at the 
guy with the pocketbook would loosen up 
the thongs like magic. Just show him a 
“point-by-point” comparison—not a 
phony one, but one with real figures and 
facts—and if the merchandise has got it 
the orders will come rolling in. 

Dirty pool? Foul? Unethical? I don’t 
think so. For whose benefit primarily are 
these fine ethics conceived, the customer 
or the trade? What ethics is there in try- 
ing to blind and stun the customer with 
an attack of verbal crying gas? 


= We have been coming slowly, and, it 
seems, almost reluctantly out of an era, 
out of a foggy dream world in which you 
didn’t really have to sell anything. It was 
the era of automatic sales. It might seem 
that an era in which copywriters didn’t 
have to sell might at least have fostered 
some sort of literary excellence. Alas, it 
isn’t so. Craftsmanship has deteriorated 
even more than salesmanship, which, 
when you think about it, should have been 
expected. Sound advertising craftsman- 
ship, after all, is sound salesmanship. 

Perhaps we need the good captain with 
his Ph.D. in psych to show us where we 
have strayed, and lead us back to the ways 
of righteousness. 

Among other things, he might gently 
inform us that advertising is first of all a 
craft. He might even let us in on the 
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secret that even if it is or may become an 
art, or a science, it must, like other arts 
and sciences, rest upon a firm foundation 
of good craftsmanship. 


= That means, among other things, 
writing clear, readable copy, and present- 
ing it in a clear, readable format. I would 
not put either the copywriter or the 
typographer in a straitjacket of tradition 
and regimentation (I have seen that do 
tremendous, almost irreparable harm, 
too). However, sheer trickiness, or doing 
things and saying things because they are 
smart, clever, different, simply represent 
failure to practice the craft. 

The foundation of the copywriting craft 
is mastery of good, simple English. It 
doesn’t have to be formal. But it must 
stick closely enough to the rules to be in- 
telligible. Language is a tool of communi- 
cation. Without the rules it becomes an 
irritating gibberish. The first require- 
ment for breaking or modifying the rules 
is their mastery. 

Too many copywriters today are just 
writing bad English. They are misusing 
words and phrases and abusing grammar 
because they don’t know any better! They 
often attempt to rationalize sloppy crafts- 
manship as “writing for the audience.” 
Phooey! Good copy doesn’t have to be 
ungrammatical because some of the cus- 
tomers are—or even if all of them are. 
The real craftsmah writes copy his specif- 
ic audience will understand, without doing 
violence to the language. He isn’t a slave 
to grammar and traditional rhetoric, but 
when he breaks a rule it isn’t because he 
doesn’t know any better; he knows what 
he is doing, and why. He never, never 
“writes down” to his audience. There is 
no copy more irritating, and more sterile, 
than that sort. 


= If I fail to document these charges with 
specific examples I am guilty of my own 
charges. I readily plead guilty and bland- 
ly announce that I’m not presenting any 
specifics. I haven’t anything to sell. And 
I have no desire to hold up any specific 
ads or admen to possible scorn. I am not 
looking for any duels, verbal or other- 
wise, on the personal level. 

I simply say that the examples are 
there, by the hundreds. Take any current 
magazine or newspaper and go through it, 
scoring the copy especially, but also the 
entire ad, against the simple selling prin- 
ciples you presumably learned so long ago. 
Old stuff? Has modern research outmoded 
or materially modified any of them? 

No number of examples here would 
convince those who believe in illiterate, 
ungrammatical, sloppy, smarty-pants or 
“literary” copy, or some weird combina- 
tion of these, either “before the fact” as 
a premeditated crime, or “after the fact” 
as a rationalization of poor craftsman- 
ship, or amateur meddling or some other 
misdemeanor. 

I know, it isn’t easy to tell Jenny why 
“more women buy Drooler’s Sweet-Pa- 
tootie Pie than any other brand” even 
when a “comprehensive” and expensive 
research confirms that they do, but the 
copywriter who does tell her why has 
made some progress, still running a few 
laps behind that rare genius who gives 
Jenny good and impelling reasons why 
she, Jenny, or the man in her life, or both, 
would like Drooler’s above all brands of 
Sweet Patootie Pie, and maybe even 
above apple pie. 

Is research going to change that or 
only confirm it? 


® I conclude with the ready admission 
that I have somewhat over-simplified the 
subject of research. I recognize its many 
valuable contributions in defining mar- 
kets, in revealing strengths and weakness- 
es in products, and in other ways. And I 
likewise recognize its usefulness in 
snatching us back from the ‘paths of in- 
dolent and insolent perdition. If the little 
fellow can’t afford this salvation, maybe 
it isn’t too hard for him to stay away from 
the heady stuff that makes salvation 
necessary. 
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34 
G. D. Crain Jr. Says... 


Don't Forget the Consumer 


Marketers favor putting increased buy- 
ing power in the hands of consumers. 
Since workers are also consumers, in- 
creased wage rates and other benefits 
won for their members by labor unions 
are helpful in broadening markets and in- 
creasing effective demand. For that rea- 
son the efforts of UAW to obtain a guar- 
anteed annual wage, which resulted in 
Ford and General Motors providing for 
supplementary payments to their unem- 
ployed, can be regarded sympathetically. 

However, the one voice which has not 
been represented at the bargaining table, 
when this subject has been discussed by 
management and union representatives, 
has been that of the consumer. Since Mr. 
and Mrs. Consumer are the unquestioned 
bosses of both, this may have been a mis- 
take. 

The interests of the ultimate buyer and 
user of any product are involved when 
major production costs are under con- 
sideration; and since increased wages, as 
well as higher returns to owners, can 
come only out of increased productivity 
(if a business is to remain solvent and 
jobs are to continue), there seems obvious 
danger that the consumer’s share in the 
benefits of this improvement will be re- 
duced to zero. Better and cheaper products 
may be much more difficult to provide. 


= Of course it can be said that, since 
workers are a large part of the consuming 
population, any improvement in their 
position as buyers will offset correspond- 
ing increases in the prices of the things 
they buy. Unfortunately, members of 
labor unions are a minority of the popu- 
lation, and therefore increased costs for 
commodities and services in general will 
fall much more heavily on the majority 
of consumers. 

Ford and General Motors are huge and 
successful enterprises. So are Chrysler, 
U.S. Steel and other large employers in 
major industries who are to be asked to 
adopt some form of the guaranteed an- 
nual wage. But while they are the bell- 
wethers of industry, and may have the 
ability to absorb the increased costs rep- 
resented by these substantial advances 
in compensation to workers without cor- 
responding price increases, what about 
the smaller members of industry, who 


Employe Communications... 


will be expected to go along, once the 
principle has been adopted by the leaders? 
In most cases, the consumer will have 
to pay. 

Wages have risen steadily over the past 
half century, along with reduced hours of 
work. At the same time, improved ma- 
chinery, materials and methods have en- 
abled industry to reduce costs and offer 
better values to the public. Inflation, by 
cutting the purchasing power of the dollar, 
has obscured some of these advantages, 
but real purchasing power in the hands 
of consumers has kept pace with greater 
industrial efficiency and productivity. 


® The depression of the ’30s, according 
to many economic authorities, was due 
not so much to the speculative excesses 
of the late ’20s as to failure on the part 
of management to share with consumers 
the benefits of industrial progress. Wages 
rose, but prices did not decline sufficient- 
ly to increase consumer purchasing power 
and broaden markets for consumer goods. 
The lesson of the depression has been 
learned, and business management now 
recognizes the importance of constantly 
improving products in terms of better 
quality and lower prices. 

Supplementary unemployment benefits 
to union workers are a good thing, con- 
sidered by themselves, and as a move in 
the direction of ironing out the peaks and 
valleys of production. But if all the em- 
phasis is to be on worker benefits, with 
consequent increased prices to the con- 
sumer, we shall run the grave risk of re- 
ducing consumer buying power through 
further inflation of the dollar. 

It is regrettable when management and 
union labor negotiate on such basic sub- 
jects as GAW, there is no one present to 
say on behalf of the consumer, “You are 
planning to increase the costs of making 
the things I buy. How do you propose to 
reduce other production costs, so as to 
share with me the increased productivity 
of industry? In the three-way partner- 
ship of owners, workers and consumers, 
what is to be your policy in protecting 
my interests? Am I alone to forego the 
benefits of improvements in production?” 

The answer to these and similar ques- 
tions may have considerable bearing on 
postponing the date of the next depression. 


The NAM Rings a Communications Bell 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations. ) 

In spite of a few compromises, which 
any union negotiator expects to make 
anyway, the principle of the guaranteed 
annual wage seems to be well on its way 
to acceptance by industry. This has all 
come as a rude shock to management, 
which has been hopeful that the home 
team could overcome a ten-run lead in the 
ninth inning. 


® Management, in a painful percentage of 
cases, is now casting around for someone 
to blame for what might be charitably 
called its dilemma. One official, who 
looks upon his national empire from an 
office in the clouds, both physically and 
mentally, publicly asked the other day 
what the National Assn. of Manufacturers 
had done about all this. The NAM, that 
oversized whipping boy of American in- 
dustry, was charged with an error. 

The fact of the matter—and the offi- 
cial should know it well—is that the 
NAM itself had done plenty. An exam- 


ination of what the NAM has done to 
provide its membership with argumenta- 
tive ammunition would prove it. But the 
NAM, like the man who led his horse to 
water, can only lead its membership to 
the facts. If the membership doesn’t care 
to use the facts, you shoot the NAM. 


= The NAM, over a period of »many 
months, has provided its membership— 
and the public—with a perfectly sound 
and applicable series of arguments against 
the guaranteed annual wage. Its view- 
point is prejudiced (and so is the view- 
point of the UAW-CIO), but the material 
was all factual, convincing and only mild- 
ly emotional. Any company executive 
could have used the material—for talks, 
for letters, for discussions. You can count 
on the fingers of one hand the executives 
who did. 

“So People May Prosper” is one of 
several sound and intelligent pieces the 
NAM has issued on the burdensome prob- 
lems of our modern economy. Member 
manufacturers might have taken useful 
material from it and organized persuasive 
campaigns of their own, instead of sitting 


on their haunches awaiting the outcome of 
the conversations in Detroit. The booklet 
concludes with the information that “in- 
dustry has a program” and proceeds to 
present it. 


® Capsuled, it is this: There must be a 
steady flow of investment capital; there 
must be an incentive to invest capital— 
“the enterpriser, the bold risk-taker, must 
be honored and rewarded, not suspected 
and penalized”; undue government con- 
trol and direction should be eased and 
government should end its competition 
with business. There must be, the booklet 
states, a “continued atmosphere which 
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encourages faith and confidence in the fu- 
ture ... so that men may not be despoiled 
of the fruits of success either by drastic 
taxation or by the more insidious method 
of monetary inflation”; there must be a 
greater understanding of how our free 
economy operates, and there must be in- 
dustrial peace “based upon the practice of 
sound human relations between employer 
and employe.” 

The authors of this department are 
somewhat less than fanatical in their 
devotion to the NAM. But when it is right 
—and quite often it is—then it deserves 
to be recognized and encouraged. This is 
one of the times. 


Looking at the Retail Ads 


ef information 
2011 Cordell Holl Buliding, Meshville, Tena. 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

These two ads appeared near each 
other in a Sunday paper. They are ex- 
amples of diametrically opposed schools 
of advertising thought. 

Both appeared in a travel section amid 
many other travel, place, and vacation 
ads. It may be assumed that people who 
were not interested in such ads would— 
generally speaking—not be examining 
a page of numerous small travel or vaca- 
tion ads. 

We see illustrations in ads first, usu- 
ally. In a case where words are “fast to 
get” as “See Tennessee” at the left, and 
the picture is small and detailed—same 
ad—perhaps pic and largest words get 
about the same initial attention. 


® The Tennessee ad assumes that, if 
people are not interested in reading 
about Tennessee because of its “tallest 
mountains” and its nearness to Chicago, 
they will not become interested in read- 
ing about it by interjection of an irrele- 
vant, immaterial, and incompetent ex- 
traneous subject before Tennessee is 
brought up. The creators of this ad as- 
sume that people who are prospects for 
Tennessee’s vacation land are as inter- 
ested in Tennessee’s vacation land as 
might be interested in a porcupine, 
zebra, or elephant. 

Incidentally, who are “prospects”? I 
view prospects as any who can possibly 
be induced to take advantage of your 
offer. 

The Kentucky ad creators apparently 


believe prospects for Kentucky vacations 
don’t want to read about Kentucky as a 
vacationland. Therefore, they must be 
seduced or sucked into the ad by an 
extraneous thing. They obviously as- 
sume that people who might possibly 
be induced to come to Kentucky are 
more interested in elephants than in 
Kentucky. Hence, if half the space or 
more in the ad is devoted to elephants 
—which Kentucky doesn’t have for sale 
—the other half of the ad will be worth 
double its space cost when if finally gets 
down to talking about Kentucky. For 
the Kentucky story has only half of the 
available space bought. 

This kind of ad reminds me of the 
man who walks up to you and says: 
“Say, you know Joe Blow, don’t you, 
that great big fine fellow, Joe Blow?” 
And continues as soon as you say, “Yes,” 
by completely about facing and continu- 
ing: “Well, Harry Hicks is the man I 
want to talk to you about.” 

ak * cK 


Occasionally, there may be very ef- 
fective use of extraneous matter in open- 
ing an ad. My experience suggests that 
such occasions may occur in connection 
with institutional ads when you aren’t 
seeking an outright sale—or in connec- 
tion with something everyone believes 
he knows all about—such as war bonds 
during a war. 

Otherwise, it is a safe and sound prin- 
ciple that, if you have something good 
to sell, it is wise to say something good 
about it so forthrightly and quickly that 
all possible prospects will be arrested 
in their tracks and made to want to 
read more, 


G % hal WS. Go eS 2 ‘ ae eG? ila And Sete oe amen ease OER Dees i Pale ivl Peaee Fi Sr ti SA ie oy Vip hi - . ae Ae 5 
é ee oe hes; ny os wats . pte Ps ; # a " in : ac’ nga = Fn ee aoe as i Seer ats <4 i-4 te / “Sage : . 3 Zz i aunnaiieal ’ 
a ’ - . a ss — 
‘ pi 
ate 
‘ : 
ee 
i 
ee Ps 
4 
7 
i 
uf 
es ee, 2 oe el ——— "3 
‘oe - 4 ‘ ® ee : 
@* «9 
e. : 4 7 --gtit 4 If . v 
se ix E o its 
be” + 4 ' YY i 
' . 
e < B i . youre see 
a “* <3 j in \ ; 
oe \T a ag a a ae . 
Sa /} r, ' {i Me ges. 2 st Fd \ sy 
ee YY | NY ogy try 
FF et Kal y ee. es , 
) ae &- I SLi > , Ta 
ca ast \ 4 a b RS e 
0 " ey 
Ls m \ “4 oe 
A Sy G J t =) P| | => 
| \ Zan 5 \S QJ but when | 
X . v <o tee = ¢ , 
Bi Wea ae aw. 
je yy 2 OS Neen’ §=youre ; 
fe Te, are £ a4 “ 
Paw 2 oar 2 : 
: . 4  eosiee fi 
Eastern America’s lanest Mountains ‘SW Sy 
- oe 1 ~ s x 
only 450 mites from CHICAGO aN * 2 mf Family Fun 
a % 
a SS Ve : 
; {ME OREAT SMOKNS: Just wait Many of America’s prise-winning ap 1) ko NAY come to a 
“ud you get your first glimpse of fish are caught here, was i") 
these mile-high mountains that — 4 Li % 
: peck their heads above the MISTORIC Semmens: You'll walk a - < 
4 clouds. An awe-inspiring sight! knee-deep in history whea you erm “Weenie ‘ 
‘ ‘You'll thrill, too, at the romantic visit Civil War battlefields, the ry a 7 
ip Cumberlands where folk art end homes ef 3 presidenta And a ‘ha 2 ; 
. music still flourish, you'll see history im-the-making ' Mas 
1 @RHAT LAKES: And all of Energy Monsos of Ouh ‘hele For Dadmtahes and rivers teoming 
them filled with fish. Plenty of Ul dnd a hg pa warivaied tor Beowty ta Go Bivegeens and setasees Sines Onsser? os 
bests, excellent accommodations, book that's FREE. your ony Oo seme = ne Gane one. spon 
; and no closed season on fishing copy new. Killed State Parks. And everywhere—eccommedations te please 
the whole family... and the fomily pocketbook. 3 
‘ Write today for Free Color Book: | Reo ~~ Tt eee essesenan : 
eee, = pg tory as, nally DIMION OF runueiry ; 
Tennessee Division PD Please tea Sens. CF, Wrentton, Hy. 
| a 6 ae : 
; =_— eS a ' ” 
0 eg eneneaieeneeeenenseentennetesinensseates ne | <4 , ; 
a a 
ce | se : 
ARR IE IE i 2 ———_| | 
‘ | 
! 5 ' 
. Seeeeeeeeeaeaanan dé el 
CE ee —_—_—_—_—_— z 
| ee . 
— _ a _ 
- a oa 
“ > i 
- 
. Pc K 
e * , 
+. earl 7 ee fo ‘- eee ’ ts » c . . ~ - - : a ¢ . . HR 
ee ht see raat 8s ete yess Bes Ree te i 00 Re et REN hehe RE gL 8S Fale TINA Ce Bd Sac ih eee es Og ede ge on Magee en se Be ie ae Pee POP ees ee Bea Ee Nod et Ate 0 og, ES ee ai a As Bc hss 
feet fae ee ne aa ee WE Pay ome an cae a Patan” ES aN ty Sew ee oe NIE a PRES PIS ATCT eee Fi OL” Oley ae pict 8 US Fa: £ She one bin ee gk, Ae eee ae rgd * 7 . ee Sha UE Re, 
eee gt S Coe eee 1S ESA. Pech et  Metie : fia 2 nied ee Cee 4 ek tS, eo Fm ae Rae te he oe 2 gg ae, aes |: Mee ae oe fay Sohn CS PA * Oe ae ee PROS) al i th ae he eae eee PES ON Ber UL Tae bile acct re cee ee we ay tae es 
seat bg ts Sie Ae a ae iat Bg Te: «Ts 4 Aids Wo ate Oe Be a eer ad Ce ee ae ee RES: Soa) 7 etek, ei conta Big en ee so) Oo Ree omen totes Lae oe be ME Noe Pek ee Sega ee EE ey Oe sheets Wide Ss eo OEE ae aera): ies wee eee S Ds Sea eis ad 
See ha ares ete a maneien. Seg Bt hee eh Mey AS Ee pI ae ALE BOY theo a a ELITR a eae atigh os o> Seta aerer, th AR er BB NYG lear pa teks 
Ree! re eae Pabst has eee EN. age ite ote he ak * green Saee ie Mik ME A” De® 2851 we ee ae ls GCE AF en) Mee | ame Ce Lee 2 has Oi Te el ty ce dl al co Cet Cae ie ie Pda ef Gat ete eae: Bi aie 2, WS Rhee Bat es ica ee ee ret Srl Ne aS age, ee ae See ee” 
Pn fe aie y te EY oP) ae ee) OY een et en Serge Si de em Pa ae RT aS eRe ee a Se ee nS SE a ee MO Cig es Pe ea ees OER OE UE a EARS. A Mae MR Se et te Me See Sis ENS Se Eat ot CANE Pi ay Pee eae 1 eR Fg a gle 
SR ina! eM cee RS te ras fare lc ELV fie OM Bee ED RES Oe De Ce tipi ye Me Ae Oe ns Me PN = SS ae DA © EER CEE Let eh PEG te AG EN ge TA 
a or eae SOS, CM eke weed te eae eae. RS Matte. Sot Rec ie Sie Ae ORD 5 barmed rsd y ae Beal Magne ME SER is ie ee ae NA SEN re, MRO ee et a ULM ES at oe oy Re. eee Nip wee aes aa, ae he i ae ei roe Sel ed ms Re deh i sk nk Oe nh’. ee gt re S| ee ae ee ae, ar ee 


abe Me, ; iad Pwr ey ego ae 
Cr SE fio ae one tae a 


BEC FSE BER 5 TO es 


rie erases! 2 eee a Ty" es hey Fates. eo on ere a 
se, pcre ee ae es fe Ze J a ae 


35 


@ Make sure you get oll published items about 

our or your client’s business each mronth. 
Bocon's clipping bureau regularly clips over 
3,058 publications for over 1,000 clients. Approx- 
imately 100,000 clippings sent out per month, 
from business, farm and consumer publications. 
An invaluable service to ad managers, agencies, 
publicity and public relations men, researchers 
ond others. Write for free booklet No. 55, 
“Magazine Clippings Aid Business.” 


Don’t forget Bacon’s 1955 Publicity Checker. Helps 
handle publicity more effectively. It’s coded this 
year to show publicity used by each of our 3,058 
publications. Spiral bound fobricoid, 256 pages, 
6% x 9" $15.00. Sent on Approval. 


Bi Sista : RETMA Offers Tie-in | Pittsburgh IAC Names Johnston 


| Roy B. Johnston, assistant man- 
Supplement to Papers ager of the marketing department 
WASHINGTON, June 28—Special! 


of Koppers Co., Pittsburgh, has 
newspaper supplements are being 


'been elected president of the 
prepared for the use of publishers gr Industrial Advertising 
who want to tie into National Ra- 


ouncil, a chapter of the National 
dio and Television Week, begin-| 


Industrial Advertisers Assn. 


ning Sept, 18, the Radio-Electron-| 

ic-Television Manufacturers Assn. Sutton Appoints Hershey 

has announced. Herbert Hershey, who has been 
The supplement, prepared by a space representative for Modern 

Life, will contain institutional edi-| Materials Handling and Modern 

torial material highlighting the Industry, has joined Sutton Pub-| 


history, growth and major accom-| lishing Co., White Plains, N. Y., as 
plishments of the radio-phono-tv advertising sales manager for 


BACON'S CLIPPING BUREAU 
343 S. Dearborn Street * Chicago 4, Illinois 
Established 1932 


industry. It is expected to facilitate) Metal-Working, a new position. 


AGS 


the promotion of advertising on the 
local level by newspapers. | 

National Radio and Television 
Week is sponsored by RETMA,| 
NARTB and by dealers’ and dis- 
tributors’ associations, with the as- 
sistance of Life and The Saturday 
Evening Post. The chairman this 
year is Julius Haber of Radio Corp. 
of America. 


SALES PRESENTATIONS 
TRAINING PROGRAMS 


SLIDES FOR 


VU-GRAPH « VISUAL CAST 
35MM 2x2 © LANTERN SLIDES 
STRIP FILMS *« STEREOS..... 


ALL ORIGINAL IN ANY QUANTITY 
Quality and Service Guaranteed 
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Muench Adds Dallas Office 

C. Wendel Muench & Co., Chica- 
go agency specializing in food 
merchandising, has opened a Dal- 
las office at 2102 Jackson St. Or- 
ville L. McDonald, who operates 
his own public relations company, 
will direct the office. 


iy® 


; RENTAL OF PROJECTION EQUIPMENT 


TOOTHBRUSH HOLSTERS—On July 1, Tek-Hughes introduced to the 
trade a new Wild Bill Hickok toothbrush holster, which retails for 
59¢. The package consists of two children’s toothbrushes in a four- 
color die-cut card. The card is adorned with a picture of either Wild 
Bill Hickok or Jingles. Both characters pack aluminum toothbrush 
holsters. The card is backed with a pressure-sensitive adhesive, 
permitting application to a bathroom wall or mirror. Carter-Gal- 
antin Co., Chicago, designed and produced the units. 


ones. Requests for additional copies 

have been far beyond expectations, 
‘and overseas business has been in-| * 
‘creased due to the campaign. Re-|' 
plies were received: from France, 
‘Holland, Germany, Austria, French 
North Africa, South Africa and 
Japan. 


Rare Earths Flyer 
Scores Rare Success 
in Rare Phraseology 


Pompton P tarns, N. J., June 28 
—A four-language folder advertis- 


ing #12 Rareox has met with great 
success in promoting the product 
throughout the world. 


“Sample on Request,” by the 


way, is otherwise written Muster). 


auf Wunsch or Enchantillon sur 


Some time ago, Richard L. Stone, 
v.p. of Rare Earths Inc., Pompton 
Plains, got the idea for the four- 
language gimmick. A folder was 
designed and produced by Sidney 
Koretz & Co., Newark advertising 
agency. The copy described uses 
of #12 Rareox, an optical quality 
cerium oxide polishing powder, in 
high-speed polishing of optical and | merly ad manager of W. C. Ritchie 
camera lenses, mirrors, tv tubes, & Co., advertising manager. Donald} 
stemware and windshields. It was| Smith, for the past two years with 
written in English, German, French| several Chicago agencies, has been 
and Japanese. |named assistant ad manager. 

The folder was a big hit in do-| National has promoted three 
mestic markets as well as foreign -men to advertising and sales posi- 


‘tions. Fred Gunning, general sales) 
a o ‘manager, has been named v.p. and 
If All Specialists 
specialized in same things 


general sales manager. Walker Ww. | 

‘Davis Jr., who joined the company || 

. ‘as sales representative in the Los}; 
they would form a robot-like profes- 
sion ... very dull and uninteresting. 
Maybe it'll pay you to look into this 


JAY P. and learn why we enjoy our work. 


Angeles division, has been ap-| 
WALK advertising typography 
Chicago 


demande. The Japanese characters 
are not reproducible in these pages. 


National Ad Co. Names 
Phillips A. M.; Boosts 3 

National Advertising Co., Wauk- 
esha, Wis., a subsidiary of Min-|' 
nesota Mining & Mfg. Co., has), 
appointed Harold W. Phillips, for- 


pointed a national account execu-| , 7 } . 
tive. John Baetz, who joined Na-| Mw. ‘ WCHSs -TYV 
CHANNEL & 
Telephone MO 4-6134 @ 11 E. Hubbard, 41 


tional in 1948, has been named 
assistant sales promotion director. CBs 

| CH 

—f. ARLESTON 


DO IT YOURSELF eta: 


Get your share of 
do-it-yourself dollars 


Reach this spanking, spirited, spectacular 
market directly. Reach home owners, home 
workshop fans, Mr. Fixits, hobbyists — 
through the new, annual “Do-It-Yourself” 
BUYERS GUIDE. 1956 issue out October 
1955. Closing date August 31. 


For information about 
FREE LISTINGS, BOLD- 
FACE LISTINGS and 
DISPLAY advertising, 
write— 


Do-it-yourself 


— 


5828 Lincoln Ave., Chicage 45, Ill. | 
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CILRCULT 


a public preview of NBC Television, 1955-56 


by Sylvester L. Weaver, Jr., President, and Robert W. Sarnoff, Executive Vice President 


In August of last year, an advertisement to the trade proclaimed: “NBC 
opens the year of excitement on television!” 

The season is passing and many who were honestly skeptical have ad- 
mitted that the year’s performance is measuring up to the prophecy. 

It has been the year of 90-minute Color Spectaculars, of Gobel and 
Medic and Caesar’s Hour, of Today-Home-Tonight, of unprecedented special 
programs like “Peter Pan.” But such an enumeration, as proudly as we 
make it, is only a small part of the story. This was the season when television 
programming shed the shackles of tradition; ceased to be the child of radio 
and became a medium of its own — the greatest medium of entertainment 
and enlightenment that the world has ever seen. 

This tremendous creative surge was not confined to one network alone 
—in various measures it was shared by all network television. The growth 
of the medium was a tribute to the entire industry. At NBC we are proud 
that we took a bold and adventurous course, and we will quicken the pace 


in the year to come. Here is a portion of what you may expect: 


COLOR SPREAD — The success of this season’s Color Spectaculars is 
now history. But next season NBC Spectaculars will move still farther for- 
ward. Appropriately, the first show in the new “Color Spread” Spectacular 
series will be a special 2-hour telecast of Thornton Wilder’s theatrical master- 
piece “Skin of Our Teeth” — starring Mary Martin and Helen Hayes. COLOR 
SPREAD will also open up an affordable new selling opportunity of major 
importance for most advertisers. 


ONE-TIME “SPECIALS” — NBC will feature the living theatre of our 
time, brought full-scale into America’s homes. Already scheduled are a 
repeat of “Peter Pan,” and a musical version of the Pulitzer Prize play 
“Our Town” featuring Frank Sinatra. In addition, NBC will pioneer in a 
new direction. First-run full-length A-films will be seen for the first time 
anywhere, on NBC Television. The first of these film features will be 
a delightful comedy — Alexander Korda’s color production of “The Constant 


Husband” starring Rex Harrison. 


MAURICE EVANS PRESENTS — the finest theatre of all time, pre- 
sented Sunday afternoons by the distinguished producer-director-actor. 
Included in Mr. Evans’ schedule of color programs will be several Shake- 
spearean productions in which he himself will star. 


sports — NBC will continue to be the leading sports network, with a 
year-round calendar of key events in every area of sports: the full schedule 
of NCAA football, plus the Rose Bowl game; the World Series; the All-Star 
game; the National Open Golf Tournament; the Davis Cup and National 
Tennis Championship matches; and the Gillette prize-fights every Friday 
night from Madison Square Garden. 

ORIGINAL DRAMA AND MUSICALS — Included in the Producers’ 
Showcase schedule of 90-minute plays will be original works by outstanding 
contemporary playwrights. These dramas will be mounted with all the expert- 


ness that marked Producers’ Showcase this season. Robert Montgomery Pre- 
sents, The Kraft Theatre, The Philco-Goodyear Playhouse will continue to 
present weekly full hour dramatic productions, and will be joined by the 
new 60-minute Pontiac-Armstrong Theatre on Tuesday nights. And NBC’s 
Saturday and Sunday night Spectaculars will feature glittering, original 
musical productions — each one a full Broadway musical comedy in itself. 


VARIETY — Berle, Raye and Hope will appear in the Tuesday night hour 
that has become a television tradition. In addition, Perry Como will be star 
and host of a big new Saturday night hour of unmatched variety entertain- 
ment. The Colgate Hour on Sunday will be decked out in fresh, resplendent 
entertainment dress. And NBC will unveil and showcase its newest candi- 
dates for George Gobel-type laurels as “the most exciting discovery of the 
year.” Keep your eye on personalities like Jonathan Winters and Sue Carson! 


SPECIAL PROGRAM EVENTS — Throughout the year NBC will use 
prime time periods to present special television events, such as “1976, Your 
World of Tomorrow” on October 9th; “Nightmare in Red,” an hour-long 
history in film of Russian communism from 1905 to the death of Stalin, 
featuring a great deal of secret footage seen now for the first time; “The 
Jazz Age,” a highlight report of America’s boisterous, “bubble” years; 
“Young India,” a probing film commentary on the people and the problems 
of a country vitally important to Americans; and “Meeting at the Summit” 
(July 17th), an analysis by internationally known statesmen and newspaper 
correspondents of the Big Four Conference beginning the following day. 

This is a sketch in brief of some of the things next season holds for 
NBC’s audiences and advertisers. It is our goal to present whatever the 
vast and variegated American public enjoys, wants, hopes for and should 
have from television. And for sponsors NBC will continue to devise flexible 
buying patterns which make TV available to advertising budgets of every 
size. 

This year our slogan has been “Exciting Things are Happening on NBC 
Television.” It holds good for 1955-1956. . . 


—7l. Weer 


FRmtongy 


exciting things are happening on 
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Are You Ready for Bigger Boom? 
BBDO’s Rindlaub Asks Westerners 


(Continued from Page 1) 
tomer with a single voice—a voice 
that sounds like you.” 


= Describing himself as “a lay- 
man, or let’s say as part of adver- 
tising’s target,” James E. McCar- 
thy, dean of the college of com- 
merce at the University of Notre 
Dame, yesterday afternoon voiced 
some criticism of advertising 
which, he said, came from “a 
genuine concern over a public at- 
titude toward advertising that can 
only be described as ominous.’ 

“The public,” he said, “is be- 
coming increasingly critical. Its 
feeling may be summed up most 
bluntly by saying that it is losing 
faith in advertising, because it 
feels that advertising has not kept 
faith with it... 

“One thing advertising cannot 
do,” Dean McCarthy said. “It can- 
not better its position by pretend- 
ing that criticism does not exist. .. 
I cannot for the life of me under- 
stand the shortsightedness of those 
men—and there are a few of them 
in the profession—who feel that 
frank recognition of public criti- 
cism is somehow harmful to ad- 
vertising.” 


= Current criticism is even more 
significant because it comes, not 
from “the professional scoids, the 
reformer, the do-gooders” but 
from people who are conservative, 
he said—“from people who realize 
that advertising is both a private 
commercial venture and at the 
same time a profound public in- 
fluence.” 

“Because of the nature of its 
function, advertising should be de- 
termining public trends, cultivat- 
ing the public taste and even 
raising the intellectual tone of so- 
ciety. But it has not been doing 
so. 
“It has not been setting trends, 
but following them. There is cer- 
tainly nothing wrong with follow- 
ing a trend, if the trend is good... 

“But I feel, as many friends of 
advertising feel, that the profes- 
sional sights have been lowered, if 
not deliberately, at least unneces- 
sarily, and, in any event, inexcus- 
ably.” 


® Dean McCarthy listed three 
general categories of criticisms of 
advertising, “any one of which 
may be documented by an hour or 
two before a television set or by 
the most casual reading of printed 
media.” They are, he said, “same- 
ness, lack of dignity, and untruth- 
fulness.” 

Sameness: “Here the worst of- 
fenders are television and radio, 
in that order. What those of us 
on the receiving end of advertising 
cannot understand is why a pre- 
sumably intelligent sponsor per- 
sists in antagonizing the public 
upon whose good will his product 
depends. 

“If he doesn’t know any better, 
then it is the duty of advertising 
to enlighten him. He is not only 
defeating his own purpose, but al- 
so lessening the effectiveness of 
all advertising.” 

Lack of dignity: “The occasion- 
al impropriety in advertising has 
multiplied and worsened into 
shocking bad taste in both art and 


dised, should be presented in 
smirking, off-color campaigns that 
indicate nothing so much as con- 


‘tempt for the intelligence, integ- 


rity and decency of the public.” 

Truth in advertising: “Of the 

three ways of saying a thing—ov- 
erstatement, understatement and 
literal statement—advertising as a 
matter of long practice has de- 
pended almost entirely upon the 
first. 
“Its habitual medium of thought 
exchange is the superlative, and 
when one has used the superla- 
tive, there’s nothing more to be 
said. He has reached the semantic 
ceiling—and he soon runs out of 
superlatives. . . 

“How many times can readers 
be fooled before they discredit all 
advertising? Advertising’s addic- 
tion to ‘the most,’ ‘the best,’ ‘the 
greatest’ and similar undeserved 
labels in describing the second- 
rate has not only reacted unfav- 
orably on its credibility. It has 
been damaging to products that 
the public will not accept—not be- 
cause they are not good, but mere- 
ly because it is fed up with hys- 
terical ballyhoo.” 

In closing, Dean McCarthy said 
that if he had done anything at all 
in his remarks, he had “tried to 
give you the point of view of a 
man who believes in advertising, 
who has a genuine concern for 
its welfare, and who is convinced 
that its future will be even more 
preductive of good than its past.” 


® Norton O’Meara, v.p., J. Walter 
Thompson Co., Chicago, speaking 
on “New Frontiers in Advertising 
Copy,” told his audience: “By and 
large” today’s advertising is good, 
and “stacks up at the creative lev- 
el with anything that has been 
done in the last quarter century— 
and under the most aggravated 
conditions of complexity and com- 
petition. 

“But there are questions we may 
still ask ourselves with profit,” he 
cautioned. “Don’t we, for exam- 
ple, see too much advertising that 
advertises itself instead of moving 
the reader—messages that strive 
mightily to say: ‘Aren’t I the clev- 
er one?’” 

Mr. O’Meara deplored both the 
“restless shifting” from one theme 
or approach to another and the 
pat explanation that trends tend to 
wear out faster than before. 


= “But maybe the big reason is 
that some of us follow the wrong 
trends. Maybe these things 
shouldn’t have become trends in 
the first place. Maybe vitality is 
lacking because the ideas are not 
soundly based in the consumer’s 
interest or attitude, habit or need.” 

Using numerous slides, he then 
gave case histories of campaigns 
that had been running “for years 
rather than months... with no let- 
up in interest or effectiveness.” 
The campaigns shown were for 
Borg-Warner and for Northwest 


copy. Intimate matters that once 


were discussed only between doc-| 


tor and patient are now blazoned 
forth in full-page advertisements. 


“Copy is written with innuendo| 
and illustrated with art work not, 


substantially different from what 
used to be found only in the un- 
der-the-counter publications that 
cannot be sent through the mails. 


“There is no conceivable reason | 
honestly | 


why honest products, 
produced and honestly merchan- 


aes 


| 


| 
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Burtt 


Davis 


Watts 


WESTERN FLAVOR—Gathered at table in the course of 
the annual meeting of the Advertising Assn. of the 
West are Nancy Davis, secretary of the Seattle Ad- 
vertising Club; Norman Watts, manager of the Los 
Angeles club; George Burtt, manager of the Holly- 


Mutual Life Insurance, both of 


which have been running since 
1948. 


® Discussing the problem of sell- 
ing advertising to management, 
Thor Smith, v.p. in charge of ad- 
vertising, The American Weekly, 
said, “Some advertising executives 
now accept advertising as a busi- 
ness obligation. It is just as import- 
ant from a sociological standpoint 
to have good advertising as it is to 
have good ingredients and good 
packaging.” 

Advertising is being sold to man- 
agement at all times and at all 
levels, Mr. Smith pointed out. For 
example, he said, The American 
Weekly representative selling an 
advertiser, the agency man selling 
the ad manager or the ad manager 
presenting his program and budget 
to top management—all of these 
are a form of “selling” advertising 
to management. 


® The biggest problem facing pro- 
ducers of tv commercials is the 
lack of creative writing talent 
available, Harry Wayne McMahan, 
head of tv commercials and crea- 
tive plans board member, McCann- 
Erickson, New York, told the con- 
vention. 

“We need better writers, with 
well-rounded experience in adver- 
tising and film techniques and 
with sheer creative ability,” he 
said. 

A top tv writer must have “great 
writing ability, film craftsmanship 
and advertising skill,” he _ said, 
adding that few writers today real- 
ly have the right approach to the 
basic job of advertising. 

“They’re inclined to underesti- 
mate the intelligence of their view- 
ers, and they look on all advertis- 
ing as a ‘hook’ and a ‘gimmick’— 
words that are never used in my 
department,” he said. 

The “new frontiers” in advertis- 
ing lie in three directions, he 
added: 

1. “The writer needs to under- 
stand better the function of adver- 
tising. 

2. “Advertising, through re- 
search, needs to understand the 
viewer better. 

3. “The viewer needs to under- 
stand better, through the graphic 


YOU'RE TELLING IT—Don Lawton (left), Botsford, Constantine & Gard- 
ner, Portland, is the narrator during this break in the Advertising 
Association of the West convention. The varying reactions come 
from Russ Z. Eller (center), advertising manager Of S inkist Growers 
Inc., and Jerry F. Crollard, v.p. of Ruthrauff & |:yan, Seattle. 


Kalt Carlton 


adclub. 


techniques of our television com-_ 
mercials, exactly what our prod- 
uct will do for him.” 


® An encouraging word from the 
art side of advertising was spoken 
by Robert O. Bach, art director, N. 
W. Ayer & Son, San Francisco. 

Advertising today is becoming 
more informative, Mr. Bach said, 
and is much less guilty of “brag- 
ging and shouting” than it used to 
be. 

He also voiced approval of what 
he called a general trend towards 
a “news” or editorial style of ad 
copy and layout. 

“Great strides” have been made 
in imaginative uses of the camera, 
and as a result outstanding photo- 
graphs are playing a bigger part 
in advertising illustration, he said. 

In a recent showing of advertis- 
ing art in New York, for example, 
more than 60% of the entries em- 
ployed photographs, he reported. 

A fourth encouraging trend not- 
ed by Mr. Bach was the increased 
use of humor, in large space, and 
the employment of more bold, 
strong colors in ads. 

Two speakers told the conven- 
tion about successful merchandis- 
ing programs conducted by their 
respective companies. 


® Roland Saysette, sales promo- 
tion manager of California Pack- 
ing Corp., San Francisco, ham- 
mered home the importance of giv- 
ing proper training to the men who 
are going to call on retailers. 

This is the weak link in the mer- 
chandising chain, he pointed out, 
and the manufacturer who doesn’t 
keep the closest possible liaison 
between himself and his retailers 
is missing the boat. 

When designing or planning 
sales promotional material for 
stores, don’t do it sitting at the 
desk, he advised. 

“Keep the retailer in mind. Get 
out and live with the retailer—the 
man who in the end is going to 
have to do the actual selling of 
your product.” 

He described a successful Del 
Monte roundup promotion that 
employed many western props and 
for which one chain of stores in 
the western states decked out its 
700 employes in frontier togs. This 
type of in-store cooperation, plus 
good tie-in ad support from the 
stores, led to record sales in many 
places, he said. 


® With the aid of 52 charts Clark 
Pettit, advertising and sales pro- 
motion manager of Crown Zeller- 
bach Corp., told the step-by-step 
story of the successful introduction 
into one state—Texas—of the com- 
pany’s Zee line of paper products 
—toilet tissue, napkins, towels, 
waxed paper and sandwich, lunch 
and garbage bags. 

In studying the Texas market 


McKay Blue 


wood club; Bill Kalt, of Tucson Newspapers; Marie 
Carlton, office manager, Advertising Assn. of the 
West; Bill McKay, executive secretary of the Phoen- 
ix adclub, and Violet Blue, secretary of the Oregon 


a check of all advertised prices on 
tissue in that market for the past 
year. 

Crown Zellerbach found that 
three brands had been advertised 
consistently for ten of the 12 
months at prices below cost. “Right 
off the bat, we were very discour- 
aged,” Mr. Pettit said. 


= However, the company decided 
to go to work on a “profit story”; 
i.e., tell Texas retailers how its 
marketing policies resulted in 
profitable operations in 11 western 
states for the outlets handling Zee 
toilet tissue. 

“We emphasized that grocers, 
every day in the year, were adver- 
tising our Zee brand of toilet tissue 
and making up to 27% profit,” Mr. 
Pettit said. 

In addition to showing the “prof- 
it story,” the company also pres- 
ented step-by-step exactly what it 
planned to do in the way of adver- 
tising, couponing, displays, etc. 

The result? “Our introduction of 
our products into Texas was highly 
successful,” Mr. Pettit said. “We 
missed only one major sale, and we 
averaged around 85% distribution 
before our first ad broke. 


® “True, we had a lot of ammuni- 
tion. Most important of all, we had 
the willingness of our company’s 
management to make an invest- 
ment in this market, not just to 
kick off the program, but to keep 
up the pressure all this year and 
for the years to come. 

“We have set our sights on ob- 
taining the No. 1 position in that 
market.” 


Rechnitzer and Ferres, 
MacLaren Execs, Reversed 


In reporting the election of Einar 
V. Rechnitzer to the presidency 
and the appointment of James 
Ferres to senior v.p. and managing 
director of MacLaren Advertising 


Einar V. Rechnitzer James Ferres 
Co. Ltd., Toronto, AA, in its June 
27 issue, inadvertently transposed 
the pictures and identification of 
the two men. 

Mr. Rechnitzer is shown on the 
left and Mr. Ferres is on the right. 


Brooks Transfers to N. Y. 
John Brooks has been trans- 


ferred from the Chicago to the 


before deciding to enter it, Crown 
Zellerbach made some interesting 
discoveries, Mr. Pettit said. Con- | 
centrating first on the marketing 


situation for toilet tissue, it made 


New York account executive staff 
of Needham, Louis & Brorby. Be- 
fore joining Needham, Louis in 
April, 1954, Mr. Brooks was with 
Compton Advertising, New York. 
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oe, TV ‘Banko’ Game Is 
be Out in Wisconsin 


MapIson, Wis., June 28—The 
Wisconsin suprem: court ruled 
Tuesday that the tv game of 
“Banko” is a lottery and that the 
state law supposedly permitting it 
ts unconstitutional. 

“Banko,” similar to bingo, was 
operated over station WKBT-TV, 
LaCrosse, with audience participa- 
tion. 

The court noted that the state 
constitution forbids the legislature 
to authorize a lottery, but that a 
section in the state statutes appar- 
ently permitted lotteries on radio 
and television under certain cir- 
cumstances. 

The court said that the law au- 
thorizing lotteries under some con- 
ditions is void because it violates 
the Constitution. 


CONVICT ADVERTISER 
ON ‘BAIT’ CHARGE 

NEw YorK, June 29—In a unani- 
mous decision, Brooklyn special 
sessions court today convicted a 
sewing machine company and 
three of its officers of fraudulent 
tv advertising. Kings County dis- 
trict attorney Edward S. Silver 
said the decision was the first of 
its kind in New York State. 

The trial followed an eight- 
month inquiry resulting from com- 
plaints that customers had been 
persuaded to buy sewing machines 
for a price considerably higher 
than that advertised over the air- 
waves. The convicted defendants 
were Atlantic Sewing Machine 
Stores Inc., of Flushing; Aaron 
Glubo, company president; Robert 
B. Epstein, treasurer, and Seymour 
Exelberth, sales manager. . 

The penalty remains to be de- 
termined by the court. 


® According to Assistant D. A. 
Albert V. Demeo, who prosecuted 
the case, machines were adver- 
tised at $29.75, and listeners were 
urged to call telephone numbers to 
secure home demonstrations. The 
prosecutor said that the model 
sometimes would not work or 
would break down during the 
demonstration, and that the sales- 
men would then tell the prospect 
that the machine was of inferior 
quality and would attempt to sell 
him another that cost from $175 to 
$300. 

Mr. Demeo also said that the 
$29.75 model actually had a retail 
value of $6 to $7. 

Hugh R. Jackson, president of 
the Better Business Bureau of New 
York, commended Messrs. Silver 
and Demeo for “their painstaking 
investigation and vigorous prose- 
cution” of the case. He called the 
conviction “an important step for- 
ward in the battle against ‘bait’ 
advertising tactics.” 


Hagaman Joins FC&B 

Lauren K. Hagaman, who had 
been advertising manager of Con- 
goleum-Nairn and Magnavox Co., 
has joined the New York office of 
Foote, Cone & Belding in an exec- 
utive capacity. 


Miss Phillips Promoted 

Edna Phillips, director of adver- 
tising of Forecast Publishing Co., 
New York, has been named assist- 
ant publisher of Forecast for 
Home Economists. 


; ment for 250,000 policemen. 
Uniforms, weapons, commy- 
~ nications, conveyances, 
parking meters, ‘raffic sys- 
tems: SELL ‘em 1 * TELLING 
‘em...in ideallh, selective 


LAW and ORDER. 


‘1475 BROADWAY NEW YORK 18 


N 


NBC Film Exchange Moves Reed-Prentice to F&S&R 

The NBC Film Exchange has| Reed-Prentice Corp., Worcester, 
moved to Route 9-W, Englewood Mass., affiliate of Package Ma-| 
Cliffs, N. J. This new headquar- chinery Co., East Longmeadow, 
ters will house the circulating! Mass. has named the New York 
prints of NBC Film Division’s| office of Fuller & Smith & Ross to| 
syndicated programs, kinescopes| handle advertising for its injection 
of live shows and prints of net- molding machines, die casting ma- 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


39 


$10.00 
FOR TEN 
SECONDS 


Send for samp!s 
reel and descrip- 
tive literature. 


work film shows. chines and machine tools. The par- 
ent organization’s account is also 
Bachem Adds DuMont Duties _ with F&S&R. | 
John H. Bachem has been named | 
to supervise the electronicam tv) Tywel Changes Name | 
film department of DuMont Tele-| Tywel Mfg. Corp., Brooklyn, 
vision Network, New York, in ad-|maker of built-in air-condition- | 
dition to his duties as general|ing units, has changed its name to 
manager of the chain. Lewyt Air-Conditioner Corp. 


STUDIOS 


1323S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 
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LIKE CALIFORNIA WITHOUT 
THE BILLION DO 
VALLEY OF THE BEE: 


J NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 


s 


» ATHE SACRAMENTO BEE 
Zz 
© “THE MODESTO BEE 


1/4 d Ay ; 
California’s Billion Dollar Valley lies inland — isolated from dis- ed 3 THE nO BEE 
tant Coast cities by mountains. This independent, self-contained tag SB 


area is bigger than Missouri, has more population than Arkansas. 
Valley families have nearly $3% billion in buying power, and 
more gross cash farm income than Minnesota.* You're not selling 
California unless you’re selling the Valley. And to cover it in 
depth, you need the three Bee newspapers, each the strong local 
favorite m its own part of the Valley. 


* Sales Management’s 1954 Copyrighted Survey 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


McCLATCHY NEWSPAPERS 
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Advertising Pages and Linage in National Magazines 


Official Figures for May and Year-to-Date as Comp iled by Publishers Information Bureau 


Publications with an * report directly to ADVERTISING AGE 


am Pages. ‘ ¢ Lines. ‘ | rs Pages. ‘ ct Lines ——__—___—__ 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May | May May Jan.-May Jan.-May May May Jan.-May Jan.-May 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Weeklies, Bi-Weeklies, Semi-Monthlies on ig hon ae ae ae ee a —4 
#*Capper’s Weekly ......... 13.3 8.8 79.5 88.1 13,281 8,821 79,482 3100 |. 1 Se ferne .......... 185 183 84.2 74.9 7,950 7,851 36,109 32.132 
*Christian Advocate .......... 17.3 18.4 102.9 100.2 7,159 7,624 42,598 41,441 #t*Popular Romance Group vy, 44 — 17.6 om 1,894 7,534 
SES a 89.7 95.9 420.1 443.0 60,996 65,219 285,668 301,240 | *Quality Romance Group ..... 6.0 6.0 30.0 30.0 2,268 2,268 11,340 11,340 
er ce ere LITT LOT Tee 92.2 98.9 393.7 371.2 39,554 42,415 168,897 159,245 | #4¢*Screenland ............-- 10.9 anne 20.0 oman 4,679 inanatigieds 8,597 : 
DAN; odo udkecaidlaskivas 04s 19.6 224 108.1 120.1 19,100 22,350 108,100 — 120,100 | ‘secrets Romance Group: 
RIES it. Sa 489.3 472.9 1,834.1 1,775.6 332,724 321,586 1,247,188 1,207,408 Revealing Romances ....... 44 129 82.9 80.0 6.157 5,537 35,577 34,368 
[[JLOOK .. eee eeeeeeeeeveeees 1978 1295 609.0 538.2 134,504 86,040 414,120 365,976 | Secrets ........00ee eee ees 15.0 15.8 87.7 94.2 6,423 6,783 37.613 40,374 
New Yorker .......-....000% 402.6 417.4 1,756.3 1,654.8 172,715 179,073 753,453 709,909 | wéssilver Screen ............ ile nce 12.0 eles 5,163 5,163 
EE ccc vcecnvecacnes 312.4 296.5 1,229.2 1,194.6 131,208 124,517 516,264 501,732 | True Story Women’s Group: 
t*Presbyterian Life ......... 16.0 168 83.6 79.0 6,745 7,055 35,126 33,201 Speco ent tana 51.7 485 186.7 183.9 22,179 20,807 80,094 78,893 
The Reporter ............... 191 105 96.0 81.8 8,022 4,410 40,320 34,356 TV-Radio Mirror .......... 28.7 255 1225 1108 # 12,312 # 10,940 52,553 47,533 
Saturday Evening Post ...... 352.3 452.6 1,554.2 1,650.4 239,564 307,782 1,056,856 1,122,272 True Experience ........... 29.2 26.3 131.1 121.0 12,527 11,283 56,242 51,909 
Saturday Review ............ 92.9 87.5 377.7 374.8 39,018 36,754 158,634 157,416 True Love Stories .......... 29.9 26.1 132.4 118.1 12,827 11,197 56,800 50,665 
*Sporting News ............ 24.2 239 1242 125.6 $26,272 25,932 134,757 136,239 True Romance ...........-. 29.1 248 1301 #£=«#$1175 #12484 10,639 55,813 50,408 
#SSports Wlustrated ........ 29 —— 310.8 —_— Bo bp ago ED dkaKads os cduare 58.1 49.0 262.4 220.4 24,925 21,021 112,570 94,552 
Smee Psseeoertse: oe, | a —_— <_< Pi Daan, ECE S71 310 18066 L797 aa 328 167.467 = 774351 “766,285 
eS eeeeeeeoe’* ° ¥ : : Y Started publication in June 1954; bi-monthly figures shown are for May-June issue. {Published bi-monthly; figures shown 
U. S. News & World Report .. 268.2 246.5 1,235.7 1,108.5 112,644 103,522 518,994 465,570 are for May-June issue. Started publication as a bi-monthly in March 1955. §Published bi-monthly; figures shown are for 
SE MUEE ccacbwaess os ce 2743.7 “2742.3 11,316.0 11,069.1 1,477,267 1,484,388 5,965,279 ~5,965,651 April-May issue. Started publication as a bi-monthly in April 1955. ZtNot included in totals. 
tTwo issues in May 1955; three issues in May 1954. §Started publication in August 1954. ||/Three issues in May 1955; | NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
two issues in May 1954. Not included in tetals. group as a whole PLUS additional advertising carried by each individual publication. 
Women’s Business Z 
{Better Living .............. 37.7 411 £1520 1906 16,173 17,628 65,208 81,767 | Business Week .............. 508.5 578.2 2,322.3 2.399.9 213,570 242,844 975,366 1,007,958 
§Bride’s Magazine ........... —— «——_ S010 2750 190,232 173,800 | Dun’s Review & Modern Industry 719 80.8 356.3 4568 30,198 33,936 149,646 191,856 
tEverywoman’s .............. 37.2 43.4 198.5 211.3 15,959 18,619 85,157 90,648 | *Financial World ............ 41.2 31.1 247.4 207.9 17,306 13,056 103,927 87,314 
tFamily Circle .............. 65.0 80.2 3454 358.8 27,885 34,406 148,177 153,925 | Forbes .................0... 63.1 50.9 2982 2453 #26502 21,378 125,244 103,026 
Good Housekeeping .......... 1448 1458 5826 6055 62,119 62,548 200,995 200,760 | Fortume ...........cccceees 132.3 1385 6363 682.5 83,614 87,532 402,142 431,340 
Ladies’ Home Journal ........ 123.9 1074 5189 4678 84,252 73,032 352,852 318,104 | Nation’s Business ............ 415 495 1908 2181 17,804 21,236 81,853 93,565 
McCall’s Magazine .......... 88.9 795 376.2 350.9 60,452 54,060 255,816 238,612 EN "858.5 929.0 40513 42105 388,994 419,982 1,838,178 5,058 
Parents’ Magazine .......... 67.6 69.4 283.3 309.5 29,000 29,773 121,536 132,776 ” — 
AIOE. 145.4 1228 564.7 5244 98,872 83,504 383,996 356,592 . . 
t*Western Family: Magazine Linage Trend Figures in Thousands 
Southwest Edition ........ 326 349 1566 1562 13,976 14,975 67,188 67,000 
#™Mountain Edition ........ 28.7 332 145.0 1463 12,347 14,247 62,191 62,744 — 
##No. Calif. Edition ........ 310 343 1531 157.5 13,314 14,747 65,662 67,563 WEEKLIES GENERAL 
H#Northwest Edition ...... 316 352 1549 155.4 13,567 15,106 66,456 66,653 1955 
$Woman’s Day .............. 63.7 646 306.7 313.6 $27,327 27,713 131,574 134,534 iid 1955 
Woman's Home Companion .... 62.6 585 275.9 278.4 42,568 39,780 187,612 189,312 MAY| 1,47 7 594 
*The Workbasket ............ 179 156 1386 1588 3,527 3,065 27,168 31,119 TT 
Total Group ...........445 887.3 863.2 4,200.4 4,200.8 482,110 459,103 2,266,451 2,197,949 APR. | 14 8 5 
tSee note at end of linage tabulation. §Published in January, April, July, and October. ¢One issue in May 1955; two issues 
in May 1954. #tNot included in totals. 1954 
21484 | 
General 
*American Artist ............ 27.6 313 1321 £1407 #11578 13,129 55,491 59,082 
*American Forests .......... a7 60 ova 89.3 78.0 5,740 7,210 37,520 32,760 . 
American Legion ............ 196 19.2 93.8 100.7 8,232 8,064 39,396 42,294 WOMEN’S BUSINESS FASHION 
American Magazine .......... 255 278 133.3 1363 £10,710 ~# 11,676 55,986 57.246 1955 1955 1955 
og 20.3 21.7 96.0 108.3 8,709 9,309 41,184 A6 [482 | [389 | [303] 
Sl Spee amarint 292 289 1375 1358 12,264 12,138 57,750 57,036 MAY/482 | MAY| 389 | MAY| 303) 
Christian Herald ............ 21.9 222 £1816 1849 9,395 9,524 77,906 79,322 
_ SRN 86 34 593 229 3616 2283 24,926 15,583 ApR.| 573 } » APR. [423 | APR. 
Ces .s visneséasees 26.0 330 1270 137.0 4,732 6,006 23,114 24,934 1954 
Cosmopolitan .............. 26.0 274 141100 #1219 #4£11,154 ~# 11,755 47,190 52,295 1954 1954 
*Eagle Magazine ............ 56 5.1 41.9 31.0 2,367 2,131 17,599 12,966 MAY MAY Pag 
SITE a ep ehdaseonss 618 556 3023 267.1 42,024 37,808 j## 205,564 181,628 
*Elks Magazine ............. nz 114 63.4 63.3 5,019 4,891 27,199 27,156 
SE Se 71.5 51.7 293.6 249.0 48,620 35,156 199,648 169,320 
Rs ete. ccctadece 11.1 9.9 59.9 58.9 6,976 6,198 37,622 36.745 | Youth 
*Extension ...........esee05 151 20.3 96.1 1010 10,371 13,944 66,137 69,474 
UK ccdpbeccceseces 326 236 128.3 109.0 13,985 10,124 55,041 46,761 | American Girl ...........++. 216 «6198 =k 12.1 9,266 8,494 47,748 48,091 
*Grade Teacher ............. 24.3 26.3 163.4 163.9 10,698 11,619 72,075 72,314 | Boys’ Life ........eseeesees 30.7 32.0 123.8 112.8 20,876 21,760 84,184 76,704 
Harper's Magazine a rs 18.4 23.0 119.0 112.3 7,728 9,660 49,980 47,166 *Child Life eeoeeeseesee eeee 2.3 4.3 9.5 16.6 989 1,861 4,074 7,126 
NE Gis ibs oheanks eee 89.6 933 363.2 3665 60,928 63,444 246,976 249,220 | Scholastic Magazines ......... ee He ee ee ee 
“Improvement Era .......... 314 344 1414 1435 13,190 14,452 59,406 60,254 | #*Scholastic Roto ........... 7.9 5.3 28.4 24.8 6,891 4,788 24,831 22,359 
. ..  -eeegsemeres 243 23.0 1434 £1490 £16621 215,731 98,116 101,960 | ee 11447 927 #4657 4704 59,946 50,049 ## 237,991 240,002 
*Motor Boating ............ 125.2 115.0 717.2 623.9 73,623 67,620 421,734 366,827 | ¢Larger page size (900 lines) in May 1954. 
tational Geographic ......... 52.6 53.6 2329 207.4 12,519 12,757 55,430 a 
eS 20.9 233 1179 129.9 14,204 15,788 80,196 , 
*Promenade ......+.--...-. 213 187 1141 986 9,131 8,030 48,942 42,301 Outdoor & Sports 
#°Reader’s Digest ........... 32.0 Bho a 64.0 ee ai 5,824 11,648 *American Rifleman .......... 56.4 54.5 287.6 278.4 24,190 23,394 123,366 119,460 
_ ” 2oROe i Rae 10.0 9.6 50.9 44.2 4,303 4,136 21,825 19,004 | Field & Stream ............. 84.6 87.0 366.1 361.8 36,293 37,323 157,057 155,212 
Redbook Magazine .......... 213 205 1120 ~ 2112 9138 8.795 48.048 47,705 | *Fur-Fish-Game ............ 20.4 235 105.6 109.2 8,770 10,077 45,297 46,831 
a 8.4 75 64.7 43.0 3,534 3,126 27.157 19,075 | Outdoor Life ...........+... ‘ 87.2 75.6 387.4 365.3 37,409 32,432 166,195 156,714 
cami ix 4. he 138 109 39.2 36.5 9304 8.026 26.373 24,507 | Sports Afield .............. 77.7 734 3228 303.2 33,333 31,489 138,481 130,072 
‘Town & Country ........... 60.2 67.7 329.4 310.6 38,046 45,494 208,181 208,723 Total Group .............. 326.3 314.0 1,469.5 1,417.9 139,995 134,715 630,396 608,290 
*Town Journal ............... 459 448 1844 1962 19,691 19,219 79,108 suas 
A deen hea inania s 2 iat 32.4 478 1288 173.6 13,900 20,506 55,255 ; ani nce 
TE dc nddontabedsin 105.3 1048 6099 5928 61,916 61,622 358,621 348,566 Mech cs & Scie 
Total Group Tisst LisaS s777E FSS “Wie Wisi Tossed “THis.0zs | Mechn Illustrated ......... 71.0 644 3596 3564 15,904 14,426 80,550 79,834 
| See seccereeses TTS = 9996.9 999, * 1020, — Popular Mechanics .......... 150.6 1514 743.9 788.2 33,734 33,914 166,634 176,557 
1 , ’ ', 
Larger page size (688 lines) in May 1954. *See note at end of linage tabulation. *Started accepting advertising in April 1955. | , lar Sci 139.8 
‘Published bi-monthly; figures shown are for May-June issue. *Changed from 672-line page to 632-line page in July 1954. | yrepuiar Selene»: -.----. | ee: Fe ee 
Sttiet lnsladed In totals. 0 ay ved from page to #tScience & Mechanics ...... 96.7 97.6 2066 2185 21,661 21,862 46,278 48,944 
)) aaa 361.4 345.3 1,805.7 18360 80945 77,348 404,483 ~ 411,268 
Home {Published bi-monthly; figures shown are for _Agril-May issue. ZtNot included in totals. 
American Home ............. 1016 90.1 3563 367.4 64,211 56,943 225,182 232,197 | Detective 
Better Homes & Gardens ...... 1879 178.0 711.0 714.2 138,753 112,496 449,352 451,374 & Fiction 
*Flower Grower ........++40 59.0 61.0 347.7 359.0 24,780 25,620 146,020 150,780 | Dell Men’s Group . cose - 12000 Md 39 7.7 5148 4,762 31,703 30,330 
House Beautiful ............. 167.1 175.7 572.0 595.8 105,607 111,042 361,504 376,546 | *Macfadden Men's “Group... 51.4 44.7 _ 244.1 22,033 19,170 — 104,676 
House & Garden ............ 125.2 130.4 402.2 414.2 79,126 82,413 254,190 261,774 | “Thrilling Fiction Group .... 7.7 7.3 45.9 43.2 1,722 1,630 10,286 9,683 
Household ..........eseeeeee S12 510 2342 2385 21,965 21,879 100,472 102,317 | Total Group ............ “WY “63I “Tiss “3580 ~290S “25562 “A989 “Tah 68s 
SE: cidpuctééaaburacdiie 130.6 1020 374.2 339.1 82,539 64,464 236,494 214,311 
Sunset Magazine ............ 1679 1924 663.7 705.1 70,518 80,808 (278,754 296,142 | Form 
Total Group ee eee een eene 990.5 980 6 3,661 3 3,733.3 567,499 555,665 2,051,968 2,085,441 +Better Farming a 88.6 90.2 415.3 451.6 38,009 38,696 178,164 193,736 
F Capper’s Farmer .......... 60.6 520 311.3 307.3 25,997 22,308 133,548 131,832 
ashion tFarm Journal ............ 96.9 935 5032 5010 41,570 40,112 215,873 214,929 
ES ee 139.3 1278 5621 4395 59,760 54826 241,141 188,546 | tFarm & Ranch—Southern 
4  RRRRR GRE 148.7 1319 516.0 476.0 63,792 56,585 221,364 204,204 Agriculturist ............ 33.9 40.5 219.6 230.5 14,543 17,375 94,208 98,885 
Harper’s Bazaar ............ 82.9 80.1 480.3 477.2 52,393 50,623 303,550 301,590 | {Progressive Farmer ........ 114.7 94.0 514.4 522.0 77,996 63,920 349,792 354,960 
Mademoiselle ............... 10l.1 8686.8 5136 435.2 43,372 37,237 220,334 186,701 | Successful Farming .......... 925 85.0 4945 490.2 41625 38,250 222,525 220,590 
SUS bs shbcas (SGebvebens 1325 1226 732.6 741.9 83,740 77,483 463,003 468,881 Ne 487.2 4552 24583 2,502.6 ~239,740 “220,661 1,194,110 "1,214,932 
Total Group .............. 604.5 “549.2 28046 25698 303,057 276,754 1,449,392 1,349,922 | tFormerly Country Gentleman. {See note at end of linage tabulation. 
Movie-Romance-Radio Newspaper Sections (I) 
Dell Modern Group: (Nationally distributed with Sunday newspapers) 
Modern Romances ......... 29.2 36.8 132.4 154.5 12,527 15,787 56,800 66,281 American I ee 66.3 48.6 273.0 229.7 56,355 41,310 232,050 195,245 
Modern Screen ............ 2928 343 1254 «£«&$1379 £12,784 #«©#«14,715 53,797 59,159 | Family Weekly .............. 22.6 8.0 104.1 34.4 19,210 6,800 88,485 29,240 
Screen Stories ............ 240 281 107.5 115.7 10,296 12,055 46,118 49,635 | Parade .......0.... cece cues 82.1 55.6 3069 263.8 69,785 47,260 260,865 224,230 
Fawcett Women's Group: ane This Week Magazine ........ 95.8 80.0 394.0 367.2 81,430 68,000 334900 312,120 
Motion Picture & TV ...... 172 «185 84.1 94.1 7,379 7,937 36,079 \ ene “266.8 192.2 "$95.1 ~ 226,780 "760,835 
True Confessions ........-- 191 222 103.3 1258 = 8194 9,524 44,316 53,968 ane . . ee 163,370 916,300 "760,835 
*Hillman Women’s Group .... 4. 13.4 77.4 66.9 6,143 5,773 33,189 , 
Hillman Romance Group .... 14 28 #127 #189 557. 1,201 5,450 gis | Newspaper Sections (II) 
#*Ideal Women's Group: (All other newspaper sections and comics) 
Intimate Romances ....... 21.2 194 102.7 86.4 9,120 8,323 44,066 37,066 | First 3 Markets Group ...... 51.1 39.9 2275 201.0 43,435 33,915 193,375 170,850 
23.9 218 108.7 £1022 #8 10,272 9,352 46,659 43,844 | New York Mirror Magazine ... 45.0 496 1944 210.0 44,100 48,608 190,512 205,800 
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41 
P Pages Se Lines ~ t Pages  _— Lines— ‘ 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May Jan.-May Jan.-May 
1955 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
New York Times Magazine .... 273.7 233.6 1,138.9 1,022.3 232,645 198,560 968,065 868,955 | Foreign 
*Puck—The Comic Weekly .... 5.8 8.4 36.9 43.3 10,998 16,006 70,268 82,455 | Life International: ee 
Total Group .............. “3756 “3315 “15977 “TA7e6 “331,168 (089 1,422,220 1,328,060 | English Edition .......... 826 72.3 286.7 234.0 56,185 49,130 194.9 
as . a ee Spanish Edition .......... 71.6 588 300.7 2296 48,705 39,950 204459 156,015 
Newsweek-European ......... 49.2 475 1991 1629 20,650 19,950 83,636 68,390 
Newsweek-Pacific: —0 sense 10.086 91.800 
All figures in the followin rou were compiled rtisi Manila Edition .......... 67.5 57.3 262.0 223.3 ° ’ . s , 
ig om ne Sap eet aes Tokyo Edition ............ 745 815 289.7 344.2 31,290 34,230 121,674 144,550 
Cc M ane pan 8.5 5,439 4,774 27,145 26,551 
omics Magazines Mecanica Popular (Spanish) 243 213 12212 118. ; ; ; ‘ 
; . 29,932 
matte bee ........ 68 58 178 18.3 2.570 2.174 6,728 6,899 F rg The me (French) 38.8 33.0 150.5 133.7 8,680 7,392 33,723 
Barvey Combes Group ........ Ss. FO = SO ER ite ...... <5 ckcaes 475 340 1730 1510 8645 6188 31,486 27,482 
National Comics Group: Australian .............. 50.0 535 2254 235.0 9,100 9,737 41,023 <2,770 
(Total 2 Units) .......... 9.0 5.7 53.0 47.9 3,403 2,142 20,035 18,020 — 440 340 2130 173.0 8.008 6.188 38,766 31,486 
Mises car andvces 48 2.8 26.3 22.5 1,797 1,071 9,924 8,444 gaat le 2 es 94.0 795 425.0 3105 17,484 14,787 79,050 57,893 
#Blue Unit .............. 4.3 2.8 26.7 25.4 1,606 1,071 10,111 9,576 ee Pree 040 89.0 3525 334.0 17,108 16,198 64,155 60,878 
Quality Comic Group ........ 6.0 6.0 30.0 30.0 2,268 2,268 11,340 11,340 0 I Mt ale Slee i 450 395 1850 155.0 7,650 6.715 31,450 26,350 
MUN Sado kescdvess. 30.6 260 1372 128.7 ~ 11,580 ~ 12,797 51,869 48,544 ar ae 175 15.0 74.5 46.0 3,255 2,790 13,857 8,556 
§Published bi-monthly; figures shown are for May-June issue. French (Belgium)......... 42.0 41.0 198,0 202.0 7,350 7,175 34,650 35,350 
#Not included in totals. French (Paris) .......... 112.0 108.0 4100 4030 19,600 18,900 71,750 70,525 
French (Provincial) ....... 114.0 108.0 439.9 ane 4 mo — Bm 
French (Swiss) .......... 8. 22.0 77.0 . ’ ’ ’ ’ 
Canadian National Weekend Newspapers (Rotogravure Linage) Some Cumees $20 79.0 «359.0 «346.0 «14924 «(14,378 65,338 «62,972 
“ USP ee 85.0 96.2 333.0 354.9 85,042 96,187 333,032 354,807 German (Swiss) ......... 20.5 225 88.0 80.5 3,731 4,095 16,016 14,651 
0 GED ine'cdpsisdteaavni 646 864 3134 3040 64,618 86,381 313,407 303,965 MD. 05's cay seabbs entas 55.0 35.0 2245 1410 10,010 6,370 40,859 25,662 
{Star Weekly ..........0e00 106.8 87.9 443.7 3868 101,421 83,508 421,532 367,475 ME phat: «vchaanande 35.0 28.0 139.0 85.0 6,370 5,096 25,298 15,470 
Weekend Magazine .......... 105.2 130.2 466.4 467.6 102,536 126,976 454,765 456,213 SSSR OR Se 70.5 77.0 280.0 3216 12,126 13,244 48,160 55,298 
SN 361.6 400.7 1,556.5 1,513.3 353,617 393,052 1,522,736 1,462,523 ee pee ee 315 430 145.2 °&# 173.0 5,292 7,224 24,388 anaes 
tFive issues in May 1955; four issues in May 1954, Japanese Troop ........... 385 320 178.0 134.0 6,825 5,824 32,396 24, 
TMD | eccsdiess ocdes on 60.5 78.0 244.4 2960 10.992 14,196 44,480 53,872 
New Zealand ............. 17.0 23.5 8L5 106.0 3,094 4,277 14,833 19,292 
Canadian Norwegian .............-- 395 375 1655 1540 6715 6375 28,135 26,180 
Canadian Home Journal ..... 39.6 58.5 177.9 215.5 26,924 39,780 120,974 146,517 SEED < SW cccbessaane 72.5 74.0 358.5 359.0 12,687 12,950 62,737 aan 
Canadian Homes & Gardens ... 69.2 80.6 207.4 242.1 47,045 54,813 141,060 164,576 South African ............ 81.0 63.0 340.0 278.0 14,499 11,277 ane o> 
MEE: ‘Scekesetessteees 55.0 594 203.9 226.2 37,410 40,395 138,618 153,877 Southern Hemisphere ...... 47.0 54.0 1955 2115 8,554 9,828 35,58 ~~ 
DiS terdsacneccivs sé? 31.7 373 150.2 1378 13,370 16,018 64,454 59,118 SY ssungshsaphins ee 610 540 2415 2125 411,346 10,044 44,919 = 
Maclean's ................. 111.7 109.2 469.0 406.6 75,974 74,228 318,887 276,840 | Time-Atlantic ............. 92.0 U2S 34S S34 8 5660 8682885 = (168ES 
Mayfair .........6.ss scenes 43.7 439 183.7 207.1 29,693 29,906 124,938 140,890 | Time-Latin American ........ 109.3 1028 4705 4361 45,920 43,155 197,603 183,155 
Reader's Digest: Time-Pacific ......0..cc000s 80.8 88.2 3578 3456 33,915 37,030 150,269 148,925 
English Edition .......... 978 118.0 3622 4055 17,791 21,476 65,912 «4 “PPPs 58.2 42.2 2818  =%178.7 24,430 17,710 118,342 75,040 
French Edition ........... 107.3 1275 3917 413.0 19,519 23,205 71,297 REED vob cc coccccobtcccass 49.0 462 2169 1928 20,580 19,390 91,112 80,990 
Revue Moderne .............. 344 369 1221 1259 23419 25,124 83,025 85,636 | Total Group ..........++: Bis73 “DOTA Diss “BBA C1239 576342 25277 2,269,892 
Renee Peputaire ee er a4 $3.2 1284 131.3 20,573 23,271 89,883 91,943 ‘at. — 
medi ..... pak cb sek ob daue 5 2 1779 177.1 30,660 30,948 124,558 123,928 | WoTE: All sectional advertisi Better Living, Elks, Everywoman’s, Family Circle, Town Journa', Woman's Day, Farm 
tSaturday Night ............ 70.6 80.7 328.4 472.4 29,694 33,920 137,909 198,426 cel ae py ere 8 Agriculturlst and Seareniian, Susur is reduced by application of a ratio figure to each 
Time-Canadian ..... adsie oOBas 242.3 232.5 877.5 892.5 101,745 97,650 368,536 374,850 | advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total circulation of the 
Total Group ............. 976.5 1,061.9 “3,780.3 “4053.0 “473,817 “510,734 850,051 1,965,566 | magazine. For example, if a page advertisement appears in an edition representing 25% of the total circulation of the magazine, 
tTwo issues in May 1955; five issues in May 1954. it is counted in the totals as .25 pages. 


Coming 
Conventions 


*Indicates first listing in this column. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting. The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Aug. 6. Midwestern Advertising Agency 
Network, 3rd quarterly management and 
production workshop, Drake Hotel, Chi- 
cago. 

Aug. 6-9. Mail Advertising Service 
Assn., annual convention, Statler Hotel, 
Los Angeles. 

Aug. 15-19. Photographers’ Assn. of 
America, 75th anniversary convention, 
Conrad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
Ambassador Hotel, Atlantic City. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

*Oct. 2-5. American Association of Ad- 
vertising Agencies, Pacific region, annual 
meeting, Hotel Del Coronado, San Diego. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-9. National Advertising Agency 


TERRITORIAL ENTERDRIop 
Largest Weekly Paper Ip 
The Entire American West 


(ABC Aedmed — Mee Becortim 


| Network, midwestern regional meeting, 
Dayton. 


Oct. 14-16. National Advertising Agency 
lantic City. 


tribution, Hotel Statler, Boston. 
Oct. 17-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 17-19. 


Assn., annual meeting, Chicago Athletic 
Club, Chicago. 


Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chi- 


cago. 
Oct. 31-Nov. 2. Assn. of National Ad- 


vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, 
Automotive Bldg., Canadian National 
Exhibition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society 
of America, annual national conference, 
Ambassador Hotel, Los Angeles. 


Ashe, Engelmore Merge 

Hiram Ashe Advertising and 
Engelmore Advertising have 
merged to form Ashe & Engelmore, 
with expanded quarters at their 
present address, 244 Madison Ave., 
New York. The official merger 
marks the end of a trial period 
which began six months ago when 


Advertising Agency after nine 
years as a v.p. to join Mr. Ashe, 
who has headed his own agency 
since 1946. 


NIAA Chapter Reelects 


The officers of the North Texas 
chapter, National Industrial Ad- 


fo Fonmacia, Modanna. 


the direct route to the heart 
of the giant LATIN AMERICAN 


drug and cosmetic market 


LA FARMACIA MODERNA is read 
regularly by more than 18,000 Latin 


American retail druggists, wholesalers, 
importers, and other carefully selected 


buyers . . . 41% more than any other 
medium covering this market! 


Write today For Facts and Rate 


a maher 
® sublication 
publishing since 1934 


~ THE CANTERBURY PRESS 
2001 Calumet, Chicago 16, Ill. 


Down Beat—Country and Western Jomboree—Record Whirl—Up 
Beat—Music—Beverages—Radio y Articulos Electricos—Bebidos— 
Lo Farmacia Moderna—to Tienda—Elaboraciones y Envoses— 
Radio y Articulos Electricos Cotclog File—Bebidos Annvol Directory 


Card! 


Network, eastern regional meeting, At- 


Oct. 17-18. Boston Conference on Dis- 


Agricultural Publishers 


Irwin B. Engelmore left Sterling 


vertisers Assn., have been reelect- 
ed for the 1955-56 season. They are 
Steve Miranda, Dresser Industries, 
president; Clark Fishel, Texas In- 
struments Inc., Vic LeMay, Mid- 
Continent Supply Co., James H. 
Cash, McGraw-Hill Publishing Co., 
and Earl Collings, Evans & Asso- 
ciates, v.p.s; Ken McCain, Briggs- 
Weaver Machinery Co., secretary, 
and Dan Goodrich, Dan Goodrich 
Advertising, treasurer. 


John Morrell Names Two 


John Morrell & Co., meat packer, 
has appointed William E. Olsen ad- 
vertising manager of its Ottumwa, 
Ia., plant, and Edward L. Almquist 
merchandising manager of its Cal- 
ifornia processing plants. Mr. Olsen 
has been with the company since 
March, 1954. Mr. Almquist former- 
ly was a national account repre- 
sentative for the Los Angeles 
Mirror-News. 


Atlanta AWRT Chapter Elects 


Helen Gordon, junior account 
executive with Liller, Neal & Bat- 
tle, has been elected president of 
the Atlanta chapter, American 
Women in Radio & Television. 
Other new officers elected include 
Mrs. Bettylou Terry, WQXI, Ist 
v.p.; Mrs. Audrey Ferguson, media 
director, Day, Harris, Hargrett & 
Weinstein, 2nd v.p.; Margaret Kil- 
ian, WABE, secretary, and Ellen 
Evans, producer and media direc- 
tor, Bennett & Co., treasurer. 


Ad Specialty Guild Elects 
George H. Scragg, George H. 
Scragg Organization, has been 
elected president of the new Ad- 
vertising Specialty Guild of Cleve- 
land. Other officers elected include 
William R. Martin, Advertising 
Service Co., v.p., and Ronald 
Mazur, Novicraft Co., secretary- 


treasurer. 


Axelson Mig. Names Lance 


Axelson Mfg. Co., a division of 
U.S. Industries Inc., Los Angeles, 
has appointed Douglas C. Lance 
sales promotion and advertising 
manager. Mr. Lance formerly was 
advertising manager of Petroleum 


World & Oil. 


BERNARD P. 
GALLAGHER 
Negotiator 


Purchases Consumer Magazines 
Sales Business Publications 
Mergers Advertising Agencies 
147 W. 42nd St., New York 36 


LAckawanna 4-1631 


PURCHASING NEWS is published exclusively for 
Purchasing Men in METALWORKING PLANTS 


rela 


= 


What are YOU Selling 
to Metalworking Plants? 


e If you are selling Plant or Production Supplies— 


® Advertising in PURCHASING NEWS is 
the fast, economical way to give essen- 
tial information about your Supplies, 
Components or Materials to 12,000 


the vitally important role of Metalworking Purchas- 
ing Men in buying such products is well known to 
you, to your salesmen and to your distributors. 


e If you are selling Components or Materials—you 


know that Metalworking Plants constitute the huge 
Original Equipment Market. Your salesmen will tell 
you... that Metalworking Purchasing Men are com- 
petent and understanding. ..that they have atleast 
a working engineering knowledge, and that many 
are actually engineers...that Purchasing is the 
source of ‘‘passports’’ to Engineering...that 
Metalworking Purchasing Men act as mediators in 
reconciling the needs and wishes of Engineering, 
Production and Sales. That's Purchasing’s job. 


Purchasing Men in Metalworking. The 
cost is peanuts" when measured against 
the increased efficiency and effective- 
ness of your sales operation. 


ROGERS PUBLISHING COMPANY 


New York + Cleveland + Detroit + Chicago + Los Angeles 
Executive Offices: Englewood, Colorado 


Publishers of PURCHASING NEWS and its “Partner in Progress” DESIGN NEWS 
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‘Lassie’ Gets Most People to Set, 
Trendex Multi-Watcher Study Shows 


New York, June 29—Television 
is long past the stage when every 
night in the living room looked 
like open house, but there are still 
several shows that attract viewers 
in bunches. 

At the height of the regular 
season just ended, there were ten 
telecasts which collected an av- 
erage of three people or more per 
set in the 15 multi-station cities 
covered by Trendex. Some 103 
network shows were covered in 
this analysis. This, of course, 
means that many network shows 
were not included in the competi- 
tion. 

The leaders in terms of people 
per set for April and May in the 


Trendex cities were: 
» & 
a 
z = 3 
56 6 3 & 
ie i. ee 

Lassie (Campbell 

Soup, CBS) 3.57 0.80 1.05 1.72 


You Asked For It 
(Skippy Peanut 


Butter, ABC) 3.44 1.28 1.20 0.96 


Disneyland (Derby 
Foods, American Motors, 
American Dairy, 


ABC) 3.39 0.65 0.95 1.79 
Comedy Hour (Col- 
gate, NBC) 3.18 1.07 1.07 1.04 


Masquerade Party 
(Remington-Rand, 

Knomark, ABC) 3.15 1.15 1.34 0.66 

Mr. Peepers (Reynolds 
Metals, NBC) 3.15 0.92 1.16 1.07 

Imogene Coca (Tums, 

SOS, Griffin, NBC) 3.14 0.92 1.27 0.95 

TV Reader's Digest 
(Studebaker, Pack- 
ard, ABC) 

People Are Funny 
(Toni, Frawley, 
NBC) 

Roy Rogers (General 
Foods, NBC) 3.00 0.76 0.91 1.33 
Several of these shows make a 

much less impressive showing 

when the comparison is on the 
basis of high rating. Their leader- 
ship in the people-per-set cate- 
gory could mean anything from 
strong appeal to big families as 
in the case of “Disneyland” to 


3.11 1.02 1.40 0.69 


3.02 0.98 1.33 0.71 


ARB Network TV Ratings 


All figures copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating 
1 1 Love Lucy (Philip Morris, Procter & Gamble, CBS) ..........:..scsesessensenenene 45.0 
2 Sel Times Ca, Bes Ge eeiceccncseccrccneciccesscccrssscccestesnescscsccescsepitaa 44.2 
3 You Bet Your Life (DeSoto-Plymouth, NBC) ........:cccscccssrseeeresesscerseceeseasenneennens 42.9 
4 I've Got A Secret (R. J. Reynolds, CBS) 38.1 
5 Two for the Money (P. Lorillard, CBS) ..........secssssseneseesenrsnnsenrsreeseessnenereseenens 37.8 
6 This Is Your Life (Haze! Bishop, Procter & Gamble, NBC) 37.2 
7 Toast of the Town (Lincoln-Mercury, CBS) 35.8 
8 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 35.5 
9 Cavalcade of Sports (Gillette, NBC)... ssressersnnensseessenssessessesseensnesnenes 34.2 

10 Ford Theater (Ford Dealers, NBC) 33.8 

TOTAL VIEWERS REACHED 
Viewers 

Rank Program (000) 
1 Jackie Gleason (Nestle, Schick, CBS) .........ccccscssscsssssesersseesereeeeessesereseereesnnes 42,030 
2 | Love Lucy (Philip Morris, Procter & Gamble, CBS) .............:.cccccecsesseeneees 41,100 
3 You Bet Your Life (DeSoto-Plymouth, NBC) .........ccsssssereeessrsenrenereseeesseeeenenes 35,930 
4 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ....35,270 
5 Toast of the Town (Lincoln-Mercury, CBS) 34,360 
6 Colgate Comedy Hour (Colgate-Palmolive, NBC) ........:cccsssseesereerseeneenee 32,840 
7 Hee Get A Seoret (R. J. Raymeldla, CBS) .......ccrcrcccrccccssccssocssessososceccsessseceosees 31,910 
8 Two for the Money (P. Lorillard, CBS) ..........cccsssssesssessereseesenrseeserssnenennnenes 30,500 
9 SUIUNITCHEEUIIIIUIIES, MINE \inntt-cscsocnisnsibteacsorcevrcosecsccosecceonenssesnasssessscnonsabetad 30,300 

10 Your Hit Parade (American Tobacco, Warner-Hudnut, NBC)  ........:000 29,670 

Week of June 4-10, 1955 
Pulse Network TV Ratings 
May 1-7, 1955 
EVENING, ONCE-A-WEEK OR LESS 

Rank Program Rating 
1 Toast of the Town (Lincoln-Mercury, CBS) ...........cc.ccccscsesenseeeererseenenenene 40.5 
2 Groucho Marx (DeSoto-Plymouth, NBC) ...........ccccsssssserseeeeseenereeeeneensee 38.4 
3 ompnet BoeataeTR, CORED cree ccecszesecosnesenqnevecenreeceeccevinentpiocoqnenssoninnsennees 38.3 
4 I Love Lucy (Philip Morris, Procter & Gamble, CBS) .........00...cccssserseeserseee 35.8 
5 Stage Show (Procter & Gamble, Nescafe, Schick, CBS) ...........ccccssesseeees 33.7 
6 Sack Bonmy (uaksy Strlle, CBS) ....cccccccccoccsrccsccccccssecsesovcccosssecesessssosecsessens 32.6 
7 This Is Your Life (Hazel Bishop, Procter & Gamble, NBC) ...............00000 31.0 
8 I I IES | di. ccrsccsesccsnseisceiisvagnbibinibbediataensabigiibintbiiewnessties 30.6 
9 ieee Pe TT nr SONU. DUTIES... .ccosusnaunhenenoscnssepsovesssssestbdannbenenee 28.4 

10 December Bride (General Foods, CBS) .........cccseccssseseeeeeeseeeee 28.1 

Bl SEE Ae Se HEED WEED ctccriverencccanpsonssnerecenscentcsnpetescosnsetnenttinsinantooesnennesoes 27.8 

12 Pe I, IID NII, I or sccinesccccneeesnansteecsbnebanshebaeinsselcaneoonss 27.4 

13 Two for the Money (Old Gold, CBS) .. 27.3 

14 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ...... 27.1 

15 er en SI III BITIND ..... ..ccuvepssavsdinnnboonsnssnsesnssososedisoccnencnes 27.0 

16 Desert Song (Oldsmobile, NBC) ................ scconstivadehiiubesveiunniiioed 26.8 

17 What's My Line (Stopette, Remington Rand, CBS) ............ccccccceeceesesenere 26.6 

18 Burns & Allen (Carnation, Goodrich, CBS) 26.5 

19 Talent Scouts (Lipton, CBS) 26.4 

20 Producer's Showcase (RCA, Ford Motor Co., NBC) ..........:cccccccescesennneneeees 26.4 

MULTI-WEEKLY 
1 i i I sn cncntonesonccncecesebsecebennebnn 15.4 

2 Howdy Doody (Several sponsors, NBC) ............ccccccccccsccesscceverscecsneeeeecenenes 14.0 
3 News Coravan (Plymouth, Camel, NBC) ..0...........ccccccccccccccccesecsseeeescerenenes 13.2 
4 Search for Tomorrow (Procter & Gamble, CBS) ..........ccccccccceccccceesceeeeeeee 12.9 
5 Pinky Lee (Several sponsors, NBC) ...........c.ccccccserseesessesssserserseesersensensens 12.6 
6 ee ID ROI OID icdin cc cccincscsncccnctcccncocscocessccessunetssousosnsestinnisece 12.5 
7 Guiding Light (Procter & Gamble, CBS) ..........cccccccccscesseecsessressevenesnnenenees 12.5 
- ny CEI, UIC... scacnssnasonssanctestonrssecssncsoeonanadesin 12.2 
9 Arthur Godfrey (Several sponsors, CBS) .o.........cccccccccccccceceeseceessceeeeenenseeee 12.0 

10 Douglas Edwards & News (Several sponsors, CBS) ........ccccccessessereneeveveee 12.0 


TV Take Now 
$841,000,000? 


New Yorx, July 1—For 
the first time television is 
getting more of the national 
advertisers’ dollars than any 
other medium, according to 
Oliver Treyz, president of 
the Television Bureau of Ad- 
vertising. 

TvB estimates that nation- 
al advertisers are now in- 
vesting in television at the 
annual rate of $841,000,000— 
a record figure for any me- 
dium. This represents a 33% 
gain in time and talent ex- 
penditures over the 1954 fig- 
ure, when tv ranked third 
in this competition, behind 
newspapers and magazines. 

Mr. Treyz said that Pub- 
lishers Information Bureau 
shows network billings up 
one-third for the first four 
months of this year. Spot 
billings are up about the 
same amount, he added. 

However, Mr. Treyz readily 
admits that television has a 
long way to go in the battle 
for over-all supremacy. If 
local advertising is consid- 
ered, newspapers are still 
king—chalking up better 
than $2,000,000,000 this year 
compared with about $200,- 
000,000 for tv. 

“We're beating them on 
Madison and Michigan Ave.,” 
the TvB president said, “but 
they’re still licking us ten to 
one on Main St.” 


scheduling at a time when more 
of the family is available as in the 
case of “Comedy Hour,” “Mr. 
Peepers,” etc., which are aired on 
Sunday night. 

Most of the telecasts included in 
this report averaged a little better 
than two viewers per set. Only 
three programs fell a few decimal 
points below this figure; they were 
“Danger,” “The Lineup” and “See 
It Now.” 

This study indicates that spon- 
sors know what they’re doing 
when they direct so much of their 
tv salesmanship toward the wom- 
en. And it isn’t only because wom- 
en traditionally control the bud- 
get in this country. Except in the 
case of sports programs, the aver- 
age telecast has more women than 
men watching. 


Videodex Top TV 
Spot Programs 
Appearing in Minimum of 


20 Markets 
Week of May 1-7, 1955 

Copyright by Videodex Inc. 
Rank Program, Distributor Rating 
% 

1 1 Led Three Lives (Ziv TV, 
137 Cities) .... 21.5 

2 Liberace (Guild Films, 146 
Cities) 20.9 


Ellery Queen (TPA, 49 Cities) ....19.6 


3 
4 Mayor of the Town (MCA-TV, 

65 Cities) 19.4 
5 Badge 714 (NBC Film, 143 

Cities) ...... 18.7 
6 Passport to Danger (ABC Film, 

42 Cities) 18.4 
7 Eddie Cantor (Ziv TV, 121 

Cities) ...... 18.2 
8 Wild Bill Hickok (Flamingo Films, 

145 Cities) 17.4 
9 Annie Oakley (CBS Film, 47 

i ‘ 17.1 
10 Mr. District Attorney (Ziv TV, 

103 Cities) 16.5 
Romper Co. to Hockaday 

Standard Romper Co., New 


York maker of children’s wear, 
has appointed Hockaday Associ- 
ates, New York, to handle its ad- 


vertising. Ray Austrian & Associ- 
ates is the previous agency. 
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Advertising Age, July 4, 1955 


Department Store Sales... 


WASHINGTON, June 29—During 
the week ending June 25, depart- 
ment store sales for the U.S. were 
6% ahead of the similar week of 
last year, the Federal Reserve 
Board reports. 

For the four weeks ending June 
25, sales were 4% ahead of the 
previous year, and year-to-date 
sales were 6% ahead of 1954. 

In the 12 FRB districts, losses 
for the week ending June 25 were 
reported in Boston (2%), Minnea- 
polis (1%), and Kansas City (2%). 
All other districts reported gains. 
These were as follows: New York, 
4%; Philadelphia, 4%; Cleveland, 
11%; Richmond, 8%; Atlanta, 13%; 
Chicago, 9%; St. Louis, 3%; Dallas, 
5%, and San Francisco, 3%. 


% Change from. ’54 
Week Ended 
June June 

ll 


Federal Reserve 
District, Area, and City 


UNITED STATES 
Boston District 
Metropolitan Areas 
Boston 
Downtown Boston .......... 
Suburban Boston ............. 
Cambridge 
Quincy 
Lowell-Lawrence 
Cities 
Spring\*ield  .......0......ccrcesesseee a 
WUC UEGIAGD basresncccccccsscescctersons 
New York District 
Metropolitan Areas 
Buffalo 
New York-N.E. New 
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Syracuse 
Philadelphia District ...... 
Metropolitan Areas 
Wilmington 
Trenton 
Lancaster 
Philadelphia 
Reading 
Scranton 
Wilkes-Barre—Hazleton 
Cleveland District ................. 
Metropolitan Areas 
SID, | ishataiicaprndicnvemmeiinns 
Akron 
Cincinnati 
Cleveland 
Columbus 


~ 
KFK§onrmowns 


Se eeeeeeeeeeeeeeeeeeeeeseees ” 


See eeeeseeeeceeeseeseeee 


+i+++ + +11 


F+t+ | 
w em wma 


~ 


bli+ 


we 3 wo oon gator tO 


++++4++4 | 


Wheeling-Steubenville ...... 
City 
Pittsburgh 
Richmond District 
Metropolitan Areas 
Washington 
Downtown Washington r 
Baltimore 
Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham 
Jacksonville 
Miami 
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Chicago District ................... t= 
Metropolitan Areas 
Chicago 
TmGianapolis  ....cccccccccereseesesee 
Detroit 
Milwaukee 
St. Louis 
Metropolitan Areas 
Little Rock ... 
Louisville 
St. Louis 
Memphis 
Minneapolis District ............. 
Metropolitan Areas 
Minneapolis-St. Paul 
Minneapolis City 
) _. sa 
Cities 
Duluth-Superior ................ 
Kansas City District 
Metropolitan Areas 
Denver 
Topeka 
Wichita 
ee a eee — 9 
AIDUQUETQUE o.....cccceceeseseseeeee r+23 
Oklahoma City +20 
—3 
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Dallas District ................ 
Metropolitan Areas 
Dallas 6 
El Paso 
a tie 
Houston 
Sar AMtoOm$o ......ccceccececceee 

San Francisce District 
Metropolitan Areas 
Fe 

Downtown Los Angeles 
Westside Los Angeles .... 


cwnxaoo 


++++ 4441+ 
Bown 


Sacramento 
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Sunny 6% Gain Warms June 25 Week 


Department Store 
Sales Barometer 


Change From 1954 


Week Ended = +6% 
June 25, 1955 
Jan. 1 to 
June 25, 1955 | MA +6% 
STII: icisnseiiassstsctibebeone ~ +2 + 2 
San Francisco-Oakland . + 6 +4 
San Francisco City ... + 5 + 3 
Oakland City ...... -~ +8 + 6 
_ &. even? - +15 10 
Portland + 8 12 
Salt Lake City .................. « +17 +20 
Seattle +7 +17 
MUD ceerrsnconocssssnsivisiorces ~ +18 +14 
Tacoma +26 +31 
r—Revised. 


*—-Data not available 


Fair Trade Drive 
Got Good Return, 
Sheatfer Reports 


(Continued from Page 2) 
lished dealer relations. We don’t 
feel the supermarkets are compat- 
ible with the marketing of Sheaf- 
fer pens—and that we would be 
letting our other dealers down. 

“We feel we’ve got to support 
those dealers; it’s a matter of 
equity.” 

At the same time, it was re- 
vealed that Sheaffer is going more 
heavily into the $250,000,000 ad- 
vertising specialty business, which 
it entered seriously in 1953. At 
present it is marketing its instru- 
ments—without any advertisers’ 
imprints—through about 500 job- 
bers. 

Advertising plans on the new 
cartridge pen are not being set un- 
til distribution is completed. Rus- 
sel M. Seeds Co., Chicago, is the 
agency. 


FAIR TRADE OUTLOOK 
HOPEFUL, DARGAVEL SAYS 

New York, June 29—The out- 
look for the continuation of fair 
trade at this time is “hopeful,” 
says the current issue of the “Fair 
Trade Newsletter.” 

Writing in the monthly bulletin 
of the Bureau of Education on 
Fair Trade, John W. Dargavel, 
chairman of the bureau and exec. 
secretary of the National Assn. of 
Retail Druggists, reports: “Con- 
gressional reactions give hope that 
fair trade will weather success- 
fully the attacks made upon it by 
the Attorney General’s National 
Committee to Study the Anti-Trust 
Laws. 

“Hearings by three congression- 
al committees examining into the 
recommendations of the Attorney 
General’s committee have high- 
lighted the strong support existing 
for fair trade,” Mr. Dargavel 
maintains. 

He points out that no bills to 
repeal the federal fair trade en- 
abling statutes, the Miller-Tydings 
and McGuire Acts, have yet been 
introduced in either house of Con- 
gress. 

Further, Rep. Emanuel Celler 
(D., N. Y.), chairman of the House 
judiciary committee, has stated 
that he is no longer planning to 
introduce fair trade repeal legis- 
lation at this session. 


‘N. Y. Post’ Boosts Maas 

Al J. Maas, a member of the 
national and resort departments of 
the New York Post for eight years, 
has been named resort and travel 
manager of the newspaper. 
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Canaday Returns to Agency He Founded 
as Ewell & Thurber Becomes U.S. Ad Corp. 


(Continued from Page 2) 
man who owned his own grocery 
store to test out selling ideas,” Mr. 
Rickerd explains. 

At one time, from 1939 to 1940, 
while still running his own agen- 
cy, Mr. Rickerd was v.p. and gen- 
eral manager of a bread company. 
He took this job because he missed 
getting a bread account on the 
ground that the president of the 
other agency had experience in 
the bread business. 


@ In 1953 he retired from the 
agency business on doctor’s advice. 
However, a phone call a few 
months later from Hal Thurber, 
an old friend, had him back in 
the agency whirl working for 
Ewell & Thurber in Toledo. He 
took over management of the Chi- 
cago operation in January, 1954. 

Like Mr. Canaday, Mr. Rick- 
erd dreams of making the agency 
topflight again. He points out that 
the agency hasn’t made any new- 
business pitches in 10 years and 
has even turned away business 
that came in the door. This fault 
is already being rectified. 


® According to ADVERTISING AGE’s 
agency issue (March 7) Ewell & 
Thurber Associates billed $7,338,- 
348 in 1954, down from the $8,- 
325,937 it billed in ’53. During that 
year it added three accounts— 


Michigan Refining & Blending, 
M&R Mfg. Co. (now Sno-Bol 
Corp.) and Encyclopaedia Britan- 
nica. It lost Willys Motors and 
part of the Wilson & Co. account. 


@ The agency has _ closed its 
White Plains, N. Y., and Holly- 
wood offices. Chicago will be. the 
headquarters office, with the To- 
ledo office handling billings and 
accounting only. These functions 
will be shifted from Toledo to 
Chicago gradually over a two or 
three-year period, according to Mr. 
Rickerd. 

The agency’s present accounts 
are Benzol Gas Refinery, Dear- 
born; Chicago, Indianapolis & 
Louisville Railway Co., Chicago; 
Encyclopaedia Britannica Inc., 
Chicago; Great China Food Prod- 
ucts Co., Chicago; Jeurgens & An- 
dersen Co., Chicago jeweler; Os- 
termoor & Co., Bridgeport, Conn., 
maker of mattresses and box 
springs; Pullman Couch Co., Chi- 
cago furniture maker; Sanford Ink 
Co., Bellwood, Ill.; Schulze & 
Burch Biscuit Co., Chicago; W. F. 
Straub Co., Chicago; Super Foods 
Merchandising, Warrenville, II1.; 
Quality Products Co., Chicago; 
Wilson Laboratories, Chicago 
pharmaceuticals maker, and the 
following segments of the Wilson 
& Co. account: Ideal dog food, 
margarine, butter and cheese. 


Senator Asks 
CBS to ‘Stand By’ 
Winston Burdett 


(Continued from Page 3) 
times ahead for him and I earnest- 
ly hope that Columbia will stand 
by him. I think it would be fine if 
Columbia should publicly com- 
mend him for his decision after 
he has testified in open session.” 


® At the same time CBS v.p. Sig 
Mickelson issued a statement that 
Mr. Burdett had discussed his past 
in 1951. 

“He told us that in 1942 he had 
renounced all belief in communist 
doctrine and severed all relations 
with the group and propored to 
make his information available to 
the Federal Bureau of Investiga- 


OFFSET f'\\/, 
PRINTING! 


Call 


tho-print Co. 

Quality * Service 

710 So. Federal St. Chicago 5, Ill. 
Phone WAbash 2-1430 


tion. 

“Shortly thereafter, Mr. Burdett 
had the first of many meetings 
with the FBI. He likewise re- 
cently made known his intention 
to appear voluntarily before the 
Senate internal security subcom- 
mittee at this and an earlier ex- 
ecutive session May 12. 

“It is our judgment that Mr. 
Burdett’s break with communism 
was complete and final 13 years 
ago... 


= “When we concluded in 1951 
that Mr. Burdett’s break with 
communism had been final, we 
determined without condoning his 
past actions to continue him in 
his staff position...” 


Finneran, Landon Join K&E 

John P. Finneran has joined 
Kenyon & Eckhardt, New York, 
as a merchandising specialist in the 
promotion department. He former- 
ly was general advertising and 
sales promotion manager for West- 
inghouse Electric Supply Co. Herb 
Landon, formerly head of Central 
Telefilms Inc., has rejoined K&E. 
He will work from Los Angeles 
handling promotion and publicity 
for the agency’s West Coast offices 
in L.A. and San Francisco. 


Gardner Adds Kemp Corp. 

E. F. Kemp Corp., Somerville, 
Mass., producer of Kemp’s Golden 
Glow salted nuts, has appointed 
Fred Gardner Co., New York, to 
handle its advertising. Gardner 
has appointed Harry C. Lotufo, a 
v.p., to its board of directors 
and assistant to the president. 


MATION > LARGEST TRACE TERMT ORY 


BLANKETED BY — 


The Bl Paso Times 


AN (INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY . 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 90,000 
CIRCULATION DAILY 
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How to 
reach more 
families in 
AUGUSTA 


LIFE...........0............04% 
POST......................11.5% 
LOOK....................... 9.3% 


COLLIER’S........... 9.1% 
PARADE................ 100% 


This is the picture of Parade coverage* with 


She Augusta Chronicle 


The South's Oldest Newspaper - Established 1785 


THE AUGUSTA HERALD 


(Represented Nationally by The Branham Company) 


It is much the same in all other cities of origin. 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


*Metropolitan County Area—Richmond, Ga, & Aiken, 8. C, 


Parade parade parade parade parade parade parade 
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Along the Media Path 


Effective with its July, 1955, is- 
sue, Snips Magazine, a monthly 
going to sheet metal, warm air 


heating, ventilating and air con-| 


ditioning contractors, enlarges its 
page from 7x10” to a standard-size 
8%4x11l” and its type page from 
5142x9” to 7x10”. 


e WABD, DuMont’s station in New 
York, hosted 300 children of agen- 
cy time buyers at its studios on 
June 17. The kids played games, 
won prizes, watched a “live” show 
presented by tv personalities and 
crammed down vast amounts of re- 
freshments. 


® “Spot announcements” are being 
offered to advertisers by Better 
Living. The ads, running 14 lines 
on one column or seven lines across 
two columns, give advertisers an 


Pick the 
GREENVILLE, S. C. 


Market | 


Lf 


money! 


IN RETAIL SALES! 


With South Carolina's most 
populous City and Retail 
Trading Zones of 494,212 
people (ABC 9-30-53,) the 
Greenville market leads all 
others in South Carolina in 
Retail Sales. 


Here's the comparison: 


GREENVILLE $382,807 ,400 
Columbia 349,322,610 
Charleston 261,766,520 


Retail Sales from Sales 
Management May 10, 
1955, Survey. City and 
Retail Trading Zones from 
Audit Bureau of Circula- 
tions latest figures. 


The Greenville Market also 
leads all others in South Car- 
olina in Population, Incomes, 
Autos & Trucks, Wages and 
Employment. It's your first 
market in South Carolina. 


opportunity to place short reminder 
‘copy in premium positions at the 
|bottom of editorial runover col- 
umns, the magazine says. 


e Gas Heat’s fifth birthday issue | 
this month is also its largest in| 
terms of editorial and advertising | 
pages. The issue was dressed up as 
a “Convention-in-Print” issue, the| 
cover carrying a convention badge | 
with the subscriber’s name on it. 
Inside, departments included 
“Heard Around the Lobby,” a 
“General Session,” “Merchandising 
Session” and “Technical Session.” 
Ads were labeled “Exhibits.” 


e Modern Photography’s Septem- 
ber issue will be devoted entirely 
to 35mm photography. 


e The New Haven Evening Regis- 
ter and Journal-Courier will spon- 
sor the 20th annual Better Home 
Show at the New Haven Arena 
Sept. 18-24. The program will fea- 
ure America’s 1955 “dream house,” 
which will be built in the center 
of the arena exposition floor by the 
Home Builder’s Assn. of Greater 
New Haven. 


e Mechanix Illustrated undergoes 
a face-lifting with its July issue, 
now on the newsstands. A new, 
larger text type, larger caption type 
and a redesigned logotype are in- 
cluded. 


e To tie in with the September 
home-improvement program, the 
National Retail Lumber Dealers 
Assn. and Popular Science Monthly 
are sponsoring a point of sale dis- 
play contest for lumber-building 
material dealers. Prizes total $500. 
Dealers become eligible by pro- 
moting the home-improvement 
program in displays tying in with 
Popular Science do-it-yourself re- 
prints, repro proofs and stickers. 


e Boy’s Life will boost its guaran- 
tee from 1,000,000 to 1,250,000 with 
the January, 1956, issue, an in- 
crease of 25%. New rates will be 
based on $4,250 a b&w page, an in- 
crease of 13.6% over the current 
charge of $3,740. 


e Oil Daily flew its issues of June 
6 and June 13 to Rome to be dis- 
tributed on the day of publication 


PULL OUT—General Electric drama- 
tizes the role its aircraft instru- 
ments play in both commercial and 
military planes with this novel ad 
using a “pull-out” tab in the June 
13 Aviation Week. The Slipvision 
technique allows reader to change 
copy and illustration blocks in the 
third page of the four-page ad. 


to those attending the Fourth 
World Petroleum Congress. The is- 
sue was distributed room-to-room 
at principal Rome hotels in addi- 
tion to being given to delegates as 
they registered at the meetings and 
attended principal sessions. 


e A recent promotion mailing by 
WIBW and WIBW-TV, Capper 
Publications owned stations in 
Topeka, used mystery to gain at- 
tention. The first mailing was a 
long yellow “stick” with a note, 
“Here’s Part of A Useful Gift... 
watch for the missing piece.” A 
week or so later the missing piece 
came. Attached to the stick, it 
made a fly swatter. 


e The Public Relations Journal’s 
October issue will mark its 10th 
anniversary. It will be a special 
100-page commemorative issue. 


e According to a recent survey by 
Good Housekeeping, young brides 
are not interested in fashion or 
brides’ magazines so much as in 
a combination of Good Housekeep- 
ing and Life, which rank about 
equally in readership in this group. 


e The New York Post has an- 
nounced its third “(Guess Our Gain” 
contest by sending off personalized 
$250 checks (unsigned, of course) 
to advertising men. The checks are 
part of a die-cut mailing piece of- 


and thei 


COLLINS, MILLER & 


omething important 
has been added 


for the convenience of national advertisers 
r agencies: 


our objective: matched 

color reproduction 

for letterpress and gravure printing 
through one simplified service Operation. 


HUTCHINGS, INC. ~- LETTERPRESS » GRAVURE 


333 West Loko Strut at Wacko Die - Chieugo 6 


| Colonial Stores 
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May Sales of Chain Stores 


May 


aco ——- % Gain ——5 months——_—___, % Gain 
1955 1954 or Loss 1955 1954 or Loss 

Food Chains 

$ 20,324,026 $ 17,954,998 +13.2 $ 99,442,716 $ 90,127,471 +10.3 


my | Jewel = ........-..-- 23,092,040 21,023,591 + 9.8 116,048,916 103,132,804 +12.5 
| Kroger Co. ........ 86,804,486 84,747,513 + 24 422,447,167 419,842,393 + 0.6 
}| National Tea ........ 42,818,688 39,332,188 + 8.9 213,762,419 192,157,332 +11.2 
Group Total ....$ 173,039,240 $163,058,290 + 6.1 $ 851,701,218 $ 805,260,000 + 5.5 

|| Mail Order 
}| Sears, Roebuck .... 285,724,511 257,617,328 +10.9 1,006,571,278 893,458,875 +12.7 
ST Neds peewee 8,976,720 9,084,240 — 1.1 45,885,764 44,238,620 + 3.7 
“Montgomery Ward .. 84,766,843 78,217,552 + 84 302,550,639 282,659,603 + 7.0 

Group Total ...... $ 379,468,074 $344,919,120 +10.0 $1,355,007,681 $1,220,357,098 +11.0 
Drug Chains 
PN bi pae @ eh. ane 4,640,969 4,452,009 + 4.2 22,678,379 21,560,078 + 5.2 
Walgreen .......... 15,354,897 15,162,016 + 1.3 74,752,183 72,966,114 + 2.4 

Group Total ...... $ 19,995,866 $ 19,614,025 + 19 $ 97,430,562 $ 94,526,192 + 3.1 
Variety ana Miscellaneous 
eAmerican Stores .. 48,447,843 47,725,556 + 1.5 95,386,661 93,745,038 + 1.8 
Ge ee a 4,252,679 3,716,948 +14.4 18,772,841 17,459,790 + 7.5 
‘Bond Stores ...... 6,596,856 6,008,854 + 9.8 73,879,625 71,978,951 + 2.6 
Butler Bros. ........ 7,637,354 6,678,294 +14.3 40,272,299 36,190,073 +11.3 
>Diana Stores Corp. 2,584,028 2,359,905 + 9.5 25,291,417 25,034,230 + 1.0 
Edison Bros. ...... 8,003,730 7,251,533 +10.4 34,765,009 31,552,471 +10.3 
Fishman, M. H. .... 1,201,578 1,029,329 +16.7 4,556,171 4,175,527 + 9.1 
Gamble-Skogmo ..... 8,623,759 7,266,117 +18.7 43,062,522 39,435,869 + 9.2 
a, a We, adenee 26,464,226 22,023,903 +20.2 112,271,004 99,500,901 +12.8 
>Grayson-Robinson 

SO Agia 6-6 os 7,800,941 7,544,323 + 3.4 80,737,705 76,871,697 + 5.0 
eee 8,643,107 8,130,212 + 6.3 32,104,869 31,398,468 + 2.2 
Howard Stores ...... 2,342,353 1,743,655 + 34.3 12,064,477 9,764,659 +23.6 
“Interstate Dept. 

SN 5s da bicid a0’ 5,350,281 5,045,942 + 6.0 19,344,686 18,980,027 + 1.9 
Kinney, G. R. Co 4,156,000 3,678,000 +13.0 17,071,000 15,569,000 + 9.6 
Se Ee poses 25,951,167 24,425,095 + 6.3 120,303,927 117,346,738 + 2.5 
eM Ms Weeess 12,304,656 12,392,593 — 0.7 59,966,232 60,236,991 — 0.4 
Lane Bryant, Inc. 6,404,329 5,659,305 +13.2 26,829,040 24,887,480 + 7.8 
RE crinans vee 13,343,329 12,148,501 + 9.8 49,564,664 45,780,541 + 8.3 
RS 8,169,515 7,458,676 + 9.5 37,551,350 36,452,748 + 3.0 
McLellan Stores .... 4,504,403 4,532,020 — 0.6 16,547,356 16,805,538 — 1.5 
Melville Shoe Sales .. 8,562,815 7,291,515 +17.4 39,292,224 37,181,119 + 5.7 
*Mercantile Stores, 

i, Cittis ben meee 11,116,000 10,171,000 + 9.3 40,234,000 37,569,000 + 7.1 
éMiller-Wohl Co. .... 3,051,908 2,985,144 + 2.2 30,422,746 29,459,580 + 3.3 
Murphy G. C. ...... 15,032,943 13,688,761 + 9.8 66,187,986 62,327,375 + 6.2 
National Shirt Shops 1,594,303 1,360,744 +17.2 6,932,320 6,096,358 +13.7 
Neisner Bros. ....... 5,271,690 4,755,712 +10.8 23,440,819 21,887,993 + 7.1 
Newberry, J. J. ...... 13,962,789 13,338,097 + 4.7 62,205,416 58,890,771 + 5.6 
Penney, J. ©. .....-.. 89,406,673 81,251,918 +10.0 398,153,464 365,693,543 + 8.8 
Rose’s Stores Sales . 1,784,498 1,642,545 + 8.6 7,581,179 7,262,715 + 4.3 
Shoe Corp. of America 5,808,990 4,966,424 +17.0 25,340,246 22,478,283 +12.7 
*Sterchi Bros. Stores 1,720,700 1,803,986 — 4.6 4,195,894 4,225,391 — 0.7 
Western Auto ....... 16,175,000 11,554,000 +40.0 67,572,000 60,071,000 412.5 
White Auto Stores 2,468,579 1,646,267 +49.9 11,067,467 7,283,536 +51.9 
Woolworth, F. W. 56,598,549 54,378,122 + 4.0 269,628,849 254,266,476 + 6.0 


ceases $ 445,337,571 $407,652,996 
Combined Total .. $1,017,840,751 $935,244,431 


*Four month period. 
month period. 


+ 9.2 $1,972,597,465 $1,847,859,877 + 6.6 
+ 8.8 $4,276,736,926 $3,968,003,167 + 7.8 
4Ten month period. °Three 


>Ten month period. °Four weeks and eight weeks. 


fering details of the contest. First for a six-month period has ex- 
prize is $250. ceeded $3,000,000, for the first time 
‘in its history. 
e TV Guide has prepared a new! The American Weekly’s June 26 
study for advertisers and agencies, issue exceeds in advertising any 
“TV Guide—An Ideal Advertising other issue the magazine has ever 
Medium for Drug Store Products,” | published. It also sets a record for 
pointing out, among other things, any six-month period or any June 
that the magazine is the largest in its 59-year history. 
selling weekly in drug stores and| An alltime record of $7,773,559 in 
supermarkets. Copies may be ob- first-half advertising revenue is re- 
tained from Michael J. O’Neill, ad- | ported by McCall’s, 11% above the 
vertising director, TV Guide, 488 first-half figure for 1954. 
Madison Ave., New York. The June issue of Farm & Ranch 
. .. |had the largest advertising revenue 
e A comparison of local advertis- of any June issue the magazine has 
ing rates of newspapers with 75,- | 


: . ‘ever published. 
000 to 150,000 circulation has been | National Petroleum News car- 


ae by the South B end “oo ‘ried more advertising in the first 
une. e survey examines . 
rates of 87 newspapers throughout poe ebae ‘a bes pepcenc 4" 
the country. Copies of the survey first half of 1954 
are available from the yon re-| rst halt 0 . 
i ribune. | 
lations department of the T Meats Senate Piltnek 
e Jobber Product News, a new Hazard Advertising Co. will 
publication of Stanley Publications move to new offices Aug. 1 at 444 
Inc., Chicago, publisher of Trans- Madison Ave., New York. 
portation Supply News, made its 
appearance in June. The pub- 
lication says it is the “only news 
tabloid exclusively for automotive 
jobbers.” Its initial circulation is 
40,327. First issue had 30 advertis- 
ers. 


WEST COAST 
PUBLISHERS’ REP. 


Coastwide organization with 
active advertising 


References, full details. 

WILLIAM A. AYRES CO. 

233 Sansome St., San Francisco 
YUkon 6-298) 


e Department of New Laurels: 
Advertising revenue for Holiday 


Got Enough Troubles 


“For TWO? . 


Then you're probably looking for a 
partner. Well, the place to look first 
is in the Advertising Market Place, 
Advertising Age’s weekly classified 
section. With over 29,000 subscrib- 
ers to choose ‘rom, your “Partner 
Wanted” ad is almost sure to find 
the kind of business helpmate you’re 
looking for. 

Send in your copy today. Address: Classified Department, Advertis- 
ing Age, 200 E. Iilinois St., Chicago 11, Ill.—or call DElaware 7-5200. 
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Advertising Age, July 4, 1955 


Strouse Is JWT 
President; Resor 
Is Now Chairman 


(Continued from Page 8) 
interested in attracting people to 
the advertising business who felt 
the same way. On the other hand, 
if the young man were basically 
obsessed with advertising as a 
means to a fast dollar, or because 
he thought it was glamorous, the 
interview ended with courteous 


speed. 


® Talking to the Harvard Grad- 
uate School of Business Adminis- 
tration, he once made the point 
quite clear: “Leaving out of ac- 
count, for the moment, any inter- 
national complication, I believe 
there are only two factors that 
need limit the heights of the stand- 
ard of living and prosperity of 
America: 

“1. The ability of our people 
through research and inventive- 
ness constantly to increase pro- 
ductivity per man hour of labor. 

“2. Our ability and success in 
educating people to accept, desire 
and demand the things which are 
part of the increasing standard of 
living.” 

He went on to say, “Advertising 
plays the double function of creat- 
ing desire for new things and 
creating dissatisfaction with the 


Mr. Resor were still alive) he was; 
remarkably farsighted in his oper- 
ational policies, and willing to put 
up large amounts of money to im- 
prove agency service. 

It is on this account that Thomp-| 
son’s history of important firsts in| 
the agency business rings with the} 
lustre of real accomplishment: 


e First to move into the foreign 
office field (London was the first, | 
in 1919, where the agency got going 
with a $100,000 account, Libby’s 
British advertising.) 


e First to have a research director 
(Thompson’s first study of U.S. 
populations appeared in 1912; sub- 
sequent studies came out in 1918, 
1921, 1926, 1931, 1941, and 1951. In 
1924 it published population ana- 
lyses of Great Britian and Ireland.) 
The agency never was one for pop- 
ularization; in 1945 it published an 
elaborate analysis of the “Brook- 
ings Primer of Progress,” under 
the mouth-filling title of “Popula- 
tion Interpretation made by J. 
Walter Thompson Co. of Brookings 
Institution’s Studies of Income Dis- 
tribution in Relation to Economic 
Progress.” 


e First to set up a consumer panel 
(the panel was set up in 1939, lost 
money for a number of years, but 
a couple of years after the war was 
reported to be in the black and is 
believed to be profitable). 


e First to have a home economics 
kitchen (JWT’s billings have come 
from many sources, with the Ford 


billing at $185,000,000). 


the Florida Citrus account. 


In the beginning, the agency 


The Agency: A Worldwide Empire 


J. Walter Thompson Co. is the world’s largest agency, with 
billings of more than $200,000,000 (AA underestimated its 1954 


It has six domestic offices and 23 international offices, plus 
ten “field” offices—like the one maintained in Lakeland, Fla., for 


In those 39 offices, the agency has 3,546 employes. Some 1,746 
are in the U.S., and 1,800 abroad. It lists 84 vice-presidents. 

The Thompson account list is formidable; Standard Advertising 
Register’s “Agency List” shows 102 accounts, although Thompson 
men themselves figure the total around 90. About ten of the 
accounts spend more than $3,500,000, and there are 25 which 
spend more than $1,000,000 a year. Then there are eight spending 
$500,000 to $1,000,000; 17 between $300,000 and $500,000; 18 be- 
tween $100,000 and $300,000; and 24 spending less than $100,000. 


brother Walter, C. E. Raymond, James W. Young and Henry 
Stanton. There are now 417 stockholders. 


was bought by Mr. Resor, his 


out-of-date things which are no 
longer efficient. Hastening of ob- 
solescence is important in creating 
a market for new products.” 

(Both of those statements might 
have been said last week. Actually, 
they come from a 1938 speech, on 
which Arno Johnson worked with 
Mr. Resor.) ' 

Because this seriousness of ap- 
proach was coupled with an aus- 
tere dignity, Resor became a rather 
remote and formidable figure with- 
in his own agency. Much of that 
aura was projected by subordi- 
nates, who found the top man of 
Thompson something of an enigma. 
Once a longtime Thompson hand 
went into Resor’s office and inter- 
jected that the following day would 
mark his 25th anniversary with 
the agency. Resor shook his hand, 
and said with a twinkle, “That’s 
fine; now you’re becoming useful.” 
And a succession of house organ 
editors of the “J. Walter Thompson 
Co, News” learned that the presi- 
dent was perfectly capable of call- 
ing to find out why and how the 
name of a fairly obscure employe 
had been misspelled. And more 
than one out-of-town Thompsonite, 
visiting the New York office, has 
been warned by his backstopper— 
“Be sure to drop in and say good- 
bye to Mr. Resor. He will be hurt if 
you don’t.” 


® If Resor was remote and seldom 
seen (JWT has been annoyed on oc- 
casion by telephone calls from peo- 
ple outside who wanted to know if 


account currently the top biller, 
but over the years JWT has been a 
great food agency—as Kraft, Libby, 
Standard Brands, Lever have rea- 
son to know—and Thompson pio- 
neered in the use of recipes in food 
copy long before the first world 
war). 


e First to employ women copy- 
writers (it is sometimes hard to re- 
call, now that copy gals are stand- 
ard equipment in almost every 
agency with consumer products, 
that once they were verboten; 
Helen Lansdowne Resor changed 
that for Thompson, and other 
agencies quickly fell in line). Mrs. 
Resor is depicted as still being 
“very active” in contributing to 
agency plans and strategy, al- 
though she keeps no regular hours, 
etc. Among other things, Thomp- 
son’s handsome decor is supposed 
to be attributable to her influence. 


e First to have a tv workshop 
(Resor poured Thompson’s money 
into television development, of 
which a fully-equipped studio for 
testing commercials is the most 
recent example, and patiently 
waited for the investment to pay 
off). 

Because Resor was born the year 
after the agency was founded, be- 
cause he worked for it for 47 years 
and headed it for 39, most Thomp- 
son men find it impossible to sepa- 


rate the man and the agency. 
Asked once by a reporter about 
what made Stanley Resor “tick,” 


James W. Young (who has known | 


Babcock 


Strouse 


ALL ABOUT FORD—Norman Strouse, 


Walter Thompson’s Detroit office, joined this New 
York JWT confab in December, 1948, to discuss 
Ford Motor Co. advertising. John Forshew, director 
of the agency’s New York consumer panel, pre- 


and worked with him most of the 
47 years) had this to say: 

“1. Stanley’s drive, reflected 
through the entire organization. 

“2. His profound belief in the 
power, and the dignity, of adver- 
tising. 

“3. Stanley emphasizes we must 
not merely do what an advertiser 
wants to do; we must find the 
right way to do it, and then sell 
the advertiser on that. 

“4. Doing the job with integrity. 
Stanley Resor regards J. Walter 
Thompson as the trustee of the 
clients’ money. w 


® Doing the job with integrity has 
meant various things for his agen- 
cy. Despite the fact that it helped 
to sell beer (until recently Ballan- 
tine and U.S. Brewers’ Founda- 
tion) and wine (California Wine 
Advisory Board until recently) the 
agency has pointedly avoided li- 
quor accounts. 

Mr. Resor does not believe in 
speculative presentations. Thomp- 
son makes no speculative presenta- 
tions. Once upon a time it had a 
publication as a client; the pub- 
lication became unhappy when it 
noticed that remarkably few of 
Thompson’s well-heeled clients 
were using the publication. It made 
the mistake of mentioning the 
matter to a Thompson man who 
took it up with Mr. Resor, and 
the agency promptly resigned the 
account. 


® Mr. Resor is said to believe that 
curiosity is the sine qua non of 
the advertising man. An omnivor- 
ous reader himself, he wants peo- 
ple around him who have inquir- 
ing minds. In this vein, he once 
summed up what an advertising 
man should have: 

“Character and integrity, and 
interest and belief in advertising— 
and insatiable curiosity.” 

Over the years, while he ran 
an advertising empire stretching 
from New York to Berlin to Bom- 
bay, from San Francisco to Aus- 
tralia, he told his people a simple 
thing: “If you press forward, 
growth will come.” He cherished 
a professional attitude for his work, 
and liked to compare it to medi- 
cine or the law. He did not like 
ADVERTISING AGE’s billings report, 
although his agency invariably led 
the list. Billings, he said, have no 


meaning at all—what counts is 
how good the agency’s service is. | 
| 


|Southwest Pacific, 


American Hospital to Pershall — 

American Hospital Supply Corp., 
Evanston, Ill., has transferred its 
advertising account to J. R. Per- 
shall Co., Chicago. Former agency 
on the $150,000 account is Reincke, 
Meyer & Finn, Chicago. 


Reeser Forshew 


as head of J. 


Norman Strouse, New 


JWT Chief, Entered 
Ad Business at 18 


(Continued from Page 1) 
fore he was 40, is recognizably a 
management type. A resident of 
the Detroit suburb of Bloomfield 
Hills, he belongs to two country 
clubs (he shoots golf in the low 
90s) and also to the Bloomfield 
Hills Open Hunt Club. 

Like Mr. Resor, he is an avid 
book collector, and he also collects 
Wedgewood medallions. He is fas- 
cinated by the art of typography 
and putters with a hand-operated 
printing press. 

Since his graduation from 
Olympia High School, in the cap- 
ital city of Washington, where he 
was born Nov. 4, 1906, Norman 
Strouse has practically always 
been an advertising man. 

His first job was at the Seattle 
Post-Intelligencer. He worked in 
various clerical jobs at this paper 
for four years, then began selling 
space in the Hearst papers in Seat- 
tle, San Francisco and Los An- 
geles in the national field. 


® After two and one-half years 
of selling—as assistant national ad 
manager from 1925 to 1928— he 
did an about face; in 1929 he went 
into the San Francisco office of 
JWT as a buyer of space. 

Six years later the Thompson 
office converted him into an ac- 
count representative, and for the 
next four years he worked on the 
Shell Oil account. 

He then was named assistant 
Pacific Coast manager for the 
agency. 

Meanwhile, in 1940, he organ- 
ized the Newspaper Publishers 
Committee public relations cam- 
paign for the New York office. 

After a year as assistant man- 
ger on the Coast, however, his 
work for Thompson was interrupt- 
ed by World War II. In 1942 he 
enlisted in the Army Air Force 
as a private. The Medical Admin- 
istrative Corps sent him into of- 
ficer training, but when he re- 
ceived his commission he was as- 
signed to the information branch, 
special services, of the War De- 
partment. 


® A few months later he was 
transferred to Gen. Douglas Mac- 
Arthur’s headquarters in the 
as exec. of- 
ficer of the information and edu- 
cation section. He spent 26 months 
overseas, and in 1945 he left the 
service as Maj. Norman Strouse. 


Maj. Strouse reported for duty | 
at J. Walter Thompson Co. in 1946.) 
He was sent to Detroit as account| 


a Hing Fy. ‘ 
woes : 


45 


Richardson Flower 


sented the data. Others present included Frank Bab- 
cock, representative on Ford parts, John Reeser, su- 
pervisor of field operations on Ford, George Rich- 
ardson, representative on trucks, and Henry Flower, 
associate director on the account. 


lowing year he became a v.p., and 
after another year he was named 
Detroit manager of the agency. He 
became a board member in 1952. 
With each promotion he continued 
to work on the Ford account. 


® Mr. Strouse has been a member 
of the board of the National Out- 
door Advertising Bureau since 
1949 and has served on its exec. 
committee since 1951. 

He has worked in civic and pro- 
fessional groups. He served sever- 
al years on the board of governors 
of the San Francisco chapter of 
the American Assn. of Advertis- 
ing Agencies and was president 
of the Advertising Golf Assn. in 
San Francisco. 

In Detroit, Mr. Strouse has been 
active in numerous civic enter- 
prises. He is v.p. and a director 
of the Detroit United Foundation; 
v.p., Detroit Central Business Dis- 
trict Assn., and in 1954 he was a 
director of the Economic Club, 
Detroit. 

In 1946 he married Charlotte 
Auger Holt, of Detroit, acquiring 
three stepchildren—W. Stanley 
Holt Jr., Mrs. John A. Newell and 
Mrs. William E. Edwards. 


‘N. Y. Times’ Buys 
New Uptown Site 


for Future Move 


New York, June 28—The New 
York Times plans to move its 
plant further uptown, jumping 
from 43rd St., just off Times Sq.., 
to 62nd St. near the Hudson River. 

The move, which will not be 
made “for several more years,” 
was indicated today in an an- 
nouncement by the newspaper of 
its purchase of a parcel of land 
between 62nd and 65th Sts. on the 
west side. The land was sold to 
the Times by the New York Cen- 
tral System. The price was not 
made public. 

Arthur Hays Sulzberger, pub- 
lisher, said purchase of the prop- 
erty, which adjoins the railroad’s 
tracks on West End Ave., pre- 
pares “for future growth in a man- 
ner consistent with the Times’ 
past experience. During the past 
104 years, the Times has moved 
from Nassau St. to Park Row to 
Times Sq., and has occupied nine 
different buildings.” 


Woodbridge Joins D-F-S 
W. W. Woodbridge Jr. has re- 
signed as v.p. and manager of the 


Seattle office of Botsford, Con- 
stantine & Gardner to become v.p. 
and general manager of the San 
Francisco office of Dancer-Fitz- 
gerald-Sample. 
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Thornburgh McCabe Tinney 


McGredy 


EXECUTIVES MONITOR—When Scott Paper Co. used facilities of CBS- 

TV for a closed circuit telecast to outline fall plans to dealers 

across the country, T. B. McCabe, president of Scott, monitored 

the program at WCAU-TV, Philadelphia. With him are three 

WCAU-TV men, Donald W. Thornburgh, president and general 

manager; Joseph L. Tinney, exec. v.p., and Robert M. McGredy, 
director of sales. 
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Advertising Age, July 4, 1955 


WHEELING AND CONGEALING—Carmeletta Gibbs, “Miss Eye-Hi,” dem- 
onstrated Hotpoint’s new “upside down” combination refrigerator- 
freezer at the summer home furnishings market in Chicago. The 
appliance rolls on four casters, which are unlocked by a toe lever. The 
model’s freezing compartment is in the lower section. 


Seymour 


GOTHAM MARKETERS—Robert Furnold, National Lead Herbert W. Beyea, general manager, Hearst Adver- 
Co., new president of the New York chapter of _ tising Service; Fred B. Manchee, executive v.p. and 
the American Marketing Assn., is congratulated treasurer, BBDO; and E. P. Seymour, v.p. in charge 
by outgoing head man, Ed MacDonald, Young & of general advertising and sales manager, Crowell- 


Rubicam. Guests at the AMA meeting included Collier. 


Bach OMeara Glade O'Rourke Wood 


SPEAKERS AND LISTENERS—Photographed at a bread-breaking session of the Advertising 
Assn. of the West meeting were Robert Bach, art director, N. W. Ayer & Son, San 
Francisco; Norton O’Meara, v.p., J. Walter Thompson Co., Chicago; Earl Glade Jr., 
KBOI, Boise, outgoing AAW secretary; Carroll O’Rourke, Cole & Weber, Portland, 
outgoing treasurer; A. J. Wood, A. J. Wood Co., Philadelphia; Martha Jeffers, South- 


eae eo ke 


Jeffers Rose Carlton Lyons Dievers 


ern California Advertising Agencies Assn., Los Angeles, v.p. of District Five, AAW; 
Ilene Rose, outgoing president of the Women’s Advertising Club of Portland; Marie 
Carlton, office manager of AAW, San Francisco; Bev Lyons, president-elect of the 
Portland women’s adclub, and Florence Dievers, W. A. Palmer Films, San Francisco, 
associate v.p., District 4, AAW. 


Henderson Mrs. Henderson Evans House Kemp Myhre 


KEYNOTE: INFORMALITY—Jollity reigned as these groups posed for the photographer at 
meeting sessions of the Advertising Assn. of the West: Clair Henderson, Rippey, Hen- 
derson & Kostka, Denver, outgoing president of AAW; Mrs. Henderson; Trevor Evans, 
president of the Seattle adclub, and Arthur House, House & Leland, Portland, AAW’s 
liaison officer to the Advertising Federation of America. New officers of the AAW 


e 


Elliott Ryan Rindlaub Calder 


are John Kemp, John Kemp Co., Los Angeles, president; Neva Elliott, Sever & 
Elliott, Portland, v.p. at large; Thor Myhre, Haywood-Larkin Co., Spokane, secretary, 
and Richard Ryan, KLOK, San Jose, treasurer. Not present was Jackson Hoagland, 
Arizona Public Service Co., senior v.p. A joke told by BBDO’s Jean Wade Rindlaub 
panics Audrey Calder, United Cerebral Palsy Assn. of Oakland, AAW v.p. at large. 
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Advertising Age, July 4, 1955 


Current Deals and Offers 


Listed below are a variety of offers by advertisers taken from the 
Thursday, June 23, issues of newspapers in ten cities. The ten are 
widely scattered geographically and are used often by advertisers 
as test markets. For that reason, ApvERTISING AcE feels that the of- 
fers listed here give a fairly representative sample of deals that are 
being offered by advertisers. 

The newspapers used here are the Kansas City Star, Charlotte News, 
Sacramento Bee, Washington Evening Star, Boston Traveler, Detroit 
News, Syracuse Herald-Journal, Houston Chronicle, Louisville Times 
and Chicago Daily News. Since many of these offers are national and 
tend to appear in many of these newspapers on the same day, when- 
ever an offer is listed for the first time, all the other cities in which 
it appears are given. These offers are not listed again for the news- 


i. 


ad mats. It also prepared educa-| Agency, Ad Manager Named 
tional and instructional booklets) Enamel Products Co., Cleveland 
for distribution to consumers and| maker of Tepco enamel products 
to school children. Sales of promo-| and Korok table tops and chalk- 
tion material netted the associa-| board, has appointed David G. 
tion $177,323. /Wolaver Advertising Agency, 
The report makes the point that Cleveland, to handle its advertis- 
in the 10 years the promotion, ad- ing. The company formerly placed 
vertising and research plan has advertising direct. The company 
been in effect, the nation’s utilities| also has appointed A. J. Prenger 
pooled more than $16,715,000 “to get| director of advertising and public 
the gas story across to the Ameri- relations. 
can public and to improve the in-| 
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TAXICAB INDUSTRY- 
UTO RENTAL NEWS 


THE ONLY PUBLICATION 
THAT REACHES THE... 


400,000 VEHICLE TAXICAB — 
AUTO & TRUCK RENTAL MARKET 


Equal to One Million private cars 
in annual mileage and service needs. 
Write for Market Analysis 
200 West 57th St., N. Y. 19 
Circle 6-5389 


(at) 


dustry’s position in the competitive 
business world.” 
Noteworthy in the association’s 


papers in those cities. 


Product or Store Ad Size 


Offers 


Sacramento Bee 


Stop ’n’ Shop Spread Get 


ticket at store entitling you to $2 ad- 


mission to California Food Fair for 50¢. 


efforts to increase the use of gas is 
that during 1954 it employed two| 
research agencies to make a survey 
of the possibility of developing’ 
gas-driven air conditioning units. 


| ad Correction / Something Omitted on a Printed Job? 


OVERPRINTING AND IMPRINTING 


—even on Folded or Bound Jobs 


Sersen’s IMPRINTING, aap gst: 


17 N, Loomis St. 


CHICAGO 7 


Washington Star 


International 


silverware sets for 79¢ with 


each $5 purchase. 


Send in top from jar, 


purchase price re- 


Send for new reducing diet book. Also in 


Syracuse, Louisville and Houston. 


Save 15¢ on pint jar with coupon in ad. 


Acme Super Markets Page 
Duke’s mayonnaise 5x150 

funded. 
Domino cane sugar 3x110 

Boston, 
Mrs. Filbert’s mayonnaise 5x195 
O-Cel-O sponge 4x150 


Cash 10¢ coupon received in mail. 


Also in 


Detroit. 


Boston Traveler 


10¢ off on large jar. Also in Charlotte, Sy- 


racuse and Houston. 


Maxwell House instant coffee 5x195 
Wish Bone Italian style 4x150 Buy 
Delsey toilet tissue 5x195 
Swift’s fresh chicken 4x205 


one bottle, get second for l¢. 


5¢ off on four-pack package. 
Send in tag from pack, get back 25¢. 


Houston Chronicle 


NuSoft fabric softener 
Mrs. Tucker’s Meadolake 


6x245 Send in front label, get back 50¢. 
5x150 5¢ off regular price. Also in Kansas City. 


Louisville Times 


Send in box top, 


purchase price refunded. 


Buy one pound at regular price, second pound 


at half price. 


New Minute Potatoes 5x200 
Churngold margarine 3x110 
Red Heart dog food 4x210 Buy 


two cans, get third can for 2¢. 


Detroit News 


Highland Appliance Co. 7x275 Free power lawn mower with purchase of 
refrigerator, tv set, washer, dryer, etc. 
Big Bear Market 3x135 Davy Crockett do-it-yourself jacket im- 


printed on store’s shopping bag. 


Syracuse Herald-Journal 


Glim liquid detergent 
Breast-o’-Chicken tuna 


3x100 5¢ off on regular bottle. 
5x195 Copper-clad hot or cold bowl worth $3 for 


only $1 and two labels. Also in Chicago. 


Charlotte News 


Kings Drive Pure Service 


3x55 Two iced tea glasses with each purchase of 


gasoline. 


Chicago Daily News 


Perma Starch 
Jack Frost cane sugar 


3x130 20¢ off on 69¢ bottle. 
2x150 Three teaspoons for 50¢ plus box top. 


Kansas City Star 


Libby’s Vim vegetable 
juice cocktail 
Nescafe instant coffee 


5x180 Send in label from can, get back 25¢ 
4x195 15¢ off on regular jar plus coupon worth 15¢ 


inside jar. 


90% of Movies in 1954 with Kitchen Scenes 
Showed Gas Appliances, Gas Group Boasts 


(Continued from Page 3) 
company laboratories, 11 magazine 
test kitchens, nine film studios, 
five advertising agencies, four mis- 
cellaneous food laboratories, three 
television studios and two newspa- 
per test kitchens,” the report 
boasts. 


# A 12%-minute film, “A Word 
to the Wives,” was produced in co- 
operation with Woman’s Home 
Companion. It became the official 
kitchen and laundry film of the 
National Assn. of Home Builders, 
which scheduled it for showing on 
more than 300 tv stations through- 
out the nation. 

The association itself spent near- 
ly a million dollars—$911,640—on 
national advertising. With gas 
manufacturers and other members 
participating, the association was 
responsible for over $2,000,000 in 
advertising. 

Breakdown of the association’s 
ad spending is described as follows: 

About $730,000 was spent on 95 
ads in nine consumer and three 
professional publications for archi- 
tects and builders on the “Only 
Gas” theme. Also, a total of 172 
ads, placed in 22 trade publica- 
tions, cost $140,000. 


= Twenty gas appliance manufac- 
turers participated in the “space- 
sharing” plan. They paid out $1,- 


“A residential water heater sales 
and advertising drive of ‘Only Gas 
Is Three Times Faster’ also won 
wide acceptance from manufac- 
turers and utilities. Manufacturers 
hiked their advertising by 190% 
over 1953 and volunteered to re- 
peat the campaign in 1955,” the re- 
port said. 

Ten advertisements on clothes 
dryers appeared in two magazines, 
not named in the report, at a cost 
of $59,000. 


# A “Performance-Economy-Prof- 
it” and a commercial water heat- 
ing program were supported with 
full-page ads in school, restaurant, 
hotel and food publications. A total 
of 17 pages of commercial tie ins 
appeared at a cost of $16,500. A 
Mrs. America program was also 
supported in the publications at a 
cost of $15,000. 

“A major accomplishment was 
a 16-page industry advertising sec- 
tion in the June 28 issue of Time. 
Initiated in cooperation with the 
AGA industrial and commercial 
gas section, the single-page, four- 
color ad generated more than 
$200,000 worth of advertising from 
allied industry sources,” the report 
said. 

In addition, the association pre- 
pared promotion kits including 
window and floor display materials, 


consumer literature and premiums, | ; 
490,000 for consumer magazine ads. | sales training aids and newspaper | 


Yale & Towne Manufacturing Company 


“My first boss, after college, was an avid 
reader of Advertising Age, and I used 
to inherit his well-thumbed copy. It has 


Writes CARLETON P. ADAMS 
Head of West Coast Publicity 
and Public Relations 


to head up West Coast publicity and 
public relations for all the divisions of 
the Yale & Towne Manufacturing Co. 


been must reading for me ever since. 


“Recently I was transferred from my 
spot as Publicity and Sales Promotion 
Manager of Yale’s Materials Handling 
Division in Philadelphia to Los Angeles 


“It was a couple of weeks before Ad 
Age caught up with me at my new 
address and during this time I realized 
just how much of a ritual my Monday 
night reading of AA had become.” 


Note that Mr. Adams’ ritual is a Monday night affair. Thousands of AA 
readers, like Mr. Adams, have found that skimming hastily through 
office copies is no way to extract the juiciest meat out of the coconut. 
“I find it much more profitable,” he says, “to read AA at home.” 


THE COUPON BELOW will bring you Advertising Age—52 issues 
of it—for a mere $3, which comes to less than 6¢ a copy. With it 
you may have FREE a copy of NEW TRENDS IN MERCHANDIS- 
ING AND MARKETING, a compilation of some of the best weekly 
articles contributed to Ad Age by famous E. B. Weiss. 


ieee ee eB eB eB Be ES BE eS eS eee 
7 
g  4DVERTISING AGE, i 
g Dept. J-4, 200 E. Illinois St., Chicago 11, Illinois | 
Please enter my 1-year subscription to Advertising Age at the regular $3 rate ft 
t and send me FREE a copy of NEW TRENDS IN MERCHANDISING AND 
MARKEKTING. i 
‘ r 
* My Name-_ - eiiiaiticind netilaiieatancngiivaiilanaial i 
- Company i 
Gers | 
a ___Home or 
. } Address : 
___.Company | 
in MERCHANDISING Be acer Zone. State_ 1 
and MARKETING ' " 
7 __..$3 enclosed Bill me Bill Company . 
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Display Men Should Play 2nd Fiddle!" 
to Nobody But Nobody: Fitz-Gibbon | 


Cuicaco, June 29—Two leading 


merchandisers chided display men | 
meeting here for taking a seat) 


“way down below the salt at the 
top level conference tables” in de- 
partment stores. 

Bernice Fitz-Gibbon, New York 
merchandising expert and creator 
of the “Nobody but Nobody...” 
slogan and John R. Cooper, mer- 
chandise manager and display di- 
rector of Mandel Bros., Chicago, 
agreed that the men charged with 
the responsibility for store dis- 
plays should rank among their 
stores’ top decision makers. 

Learn the buying and merchan- 
dising ends of the business and 
move into the top drawer, the two 
experts told the visual merchan- 
dising division of the National 
Retail Dry Goods Assn. and the 
National Assn. of Display Indus- 
tries meeting here last Friday. 

The display man holds his pres- 
ent lowly position on the manage- 
ment totem pole because he has 
permitted the fable to persist that 
creative people are impractical 
and dreamy—a fable which “has 
been woven around him by the 
figure and chart experts,” Miss 
Fitz-Gibbon said. 


® Actually, she said, “he probably 
has a higher I.Q. than most of the 
people in the store. But a talented 
creative mind is content to take a 
back seat in the business world 
while the routine mind aspires to 
business greatness. Frequently, 
with no competition from others 
than his own ilk, the mediocre 
man makes it.” 

“I believe,” she exclaimed, “that 


QUICK, THE FLIT! 


When a reader filts and flutters through a 
magazine hunting for pure editorial, your 
ad often gets lost. In the plumbing-heating- 
airconditioning field such flitters are dis- 
couraged by THE CONTRACTOR, fast-reading 
news-tablold semi-monthly. Thereupon, for 
you, results ensue. 


™ (ontractor 


PLUMBING * HEATING 


AIR CONDITIONING * APPLIANCE 
Grand Central Terminal Bidg., N.Y. 1, N.Y. 


talented display people would 
make good advertising directors. 
And, more, they would make ex- 


cellent heads of stores. Too many |’ 


stores are run by unimaginative | 
comptrollers, whose depth of vi-| 
sion is restricted to the depth of 
their adding machines. 

“Stores need to be headed by 
creative people who have a cultur- 
al background, people who know 
nice things and have nice things 
in their homes.” 

But the display men themselves 
aren’t altogether at fault, Mr. 
Cooper said. They have been kept 
out of the top ranks by manage- 
ments who fail to see the valuable 
sales potential display offers. 


® Display can provide, he added, 
a distinct personality for a store. 
It cam assure coordinated and 
correlated packaging, group mer- 
chandising and other revolutionary 
functions that will boost sales. 

These new functions, he said, 
may partially replace the regular 
avenues of sales promotion one of 
these days. Advertising, price ap- 
peal, closer mark-ups, and dis- 
counts are beginning to show 
“signs of disappointing, diminish- 
ing returns,” he continued. 

Miss Fitz-Gibbon agreed that 
the day is not far off when dis-| 
play will play a much larger part 
in sales promotion. The upcoming 
clerkless store, she said, will place 
a huge responsibility on the dis- 
play department. 


= In the new self-service store, 
sbe said, customers will serve 
themselves to the merchandise 
that is “so enticingly displayed, so 
stunningly set forth in its proper 
setting that their choice has been 
expertly made for them.” 

Mr. Cooper proposed a plan 
whereby display could begin im- 
mediately to play an important 
and perceptible role in sales. Most 
of the time, he said, display is not 
linked to sales in any way so that 
the connection is not known. 

His proposed plan, the coordi- 
nated display merchandising plan 
would key department stocks to 
the displays. Sales would be 
checked to see how items on dis- 
play are moving and items from 
related departments would be 


Announcement 


Morning Only 
Sunday Only 
Evening Only 


the past) 


The RALEIGH NEWS and OBSERVER, Morning and 
Sunday, and The RALEIGH TIMES, Evening, are now 
under Raleigh News and Observer ownership, with 
joint mechanical operation. Beginning July 1, 1955 
the following rates will be in effect: 


Morning and Evening 
Evening and Sunday 


(Morning Only, Sunday Only and Evening Only Rates are the same as in 


COMBINATION INSERTIONS OPTIONAL 


Full and Complete Coverage of Raleigh 
and “The Golden Belt of the South”’ 
The News and Observer 
Morning and Sunday 


THE RALEIGH TIMES 


Evening 


Raleigh, North Carolina 
Represented by The BRANHAM COMPANY 


38¢ per line 
39¢ per line 
31¢ per line 
32¢ per line 
12¢ per line 


ROBERT C. WOOD, formerly midwest- 
ern sales manager of Storer Broad- 
casting Co., has been named na- 
tional sales manager of the com- 
pany. His new headquarters will 
be in New York, although he will 
continue to supervise the Chicago 
office. 


used together to sell several de- 
partments at the same time, Mr. 
Cooper said that the plan, as used 
by Mandels, has proved very suc- 
cessful. But both Mr. Cooper and 
Miss Fitz-Gibbon asserted strongly 
that to achieve top drawer status 
and pull off sales promotion plans, 
it is necessary for the display men 
to learn all the ins and outs of the 
buying end of the department 
store business. 


W. E. Long Company 
Sold to Group of 
Independent Bakers 


Cuicaco, June 30—The W. E. 
Long Co., which has provided 
management counsel and advertis- 
ing service exclusively to the bak- 
ing industry for the past 56 years, 
has been purchased by a group of 
independent bakers. 

The new owners will take con- 
trol of the company Jan. 1, 1956. 
E. E. Hanson, Long Co. president, 
will be retained as general man- 
ager, and other members of the 
management team will continue in 
their present jobs. A company 
spokesman declined to say what 
the company was sold for or to 
name the purchasers. All of the 
new owners, however, are Long 
clients, the spokesman told AA. 

The company, which has com- 
plete services including products 
control and production service, ac- 
counting and cost control, material 
and equipment, engineering, ad- 
vertising and sales promotion, 
serves more than 100 independent 
baking companies in the U. S. and 
Canada. The new owners plan to 
maintain the same services, AA 
was told. 

W. E. Long, an adman, founded 
the company in 1900. He retired 
from active participation in the 
company and as board chairman 
several years ago (AA, July 9, ’51). 


Contest Has Few 


Opponents, Says 
Church Union 


New York, June 28—The Rev. 
Albert duBois, exec. director of 
the American Church Union and a 
canon of the Protestant Episcopal 
Diocese of Long Island, said yes- 
terday, “There have been serious 
errors in Father Graf’s sermons 
and press releases” against the 
ACU’s national puzzle contest as 
a fund-raising device (AA, April 
4 et seq.). 

The Rev. Charles Howard Graf, 
rector of St. John’s in the Village 
Episcopal Church, told his congre- 
gation Sunday he has resigned 
from membership in the ACU, 
saying, “The kindest thing to say 
{the contest] is being advertised is 
that they are in poor taste.” 

Father duBois, in a statement 
as spokesman for the ACU, said 
the comic books used to advertise 
the contest had been approved by 
the Comic Code Authority. Father 
Graf had criticized the use of ex- 
pose and confession publications 
and comic books to advertise the 
contest. Three Episcopal magazines 
have declined the copy. 


s “The decision to sponsor the 
contest and its continued super- 
vision are in the hands of a repre- 
sentative group of bishops, priests 
and laymen,’ Father duBois’ 
statement said, “The almost neg- 
ligible amount of criticism on a 
national scale would indicate con- 
fidence in this group.” 

The statement also said, “The 
American Church Union has here- 
tofore avoided using the public 
press to keep alive a controversy 
which is an internal matter of the 
dissent of one member of our 
board (of 40 members) from the 
decision of the majority. We have 
received Father Graf’s resignation 
and accepted it.” 


Ward Hires Amos Parish; 
Names Joseph Kracht V. P. 

Montgomery Ward & Co., Chi- 
cago, has hired Amos Parish & Co., 
New York merchandising consult- 
ant, to make a merchandising study 
and analysis of its retail stores. 
Parish will study the operations 
of a “relatively small group” of 
representative Ward stores with a 
view to making recommendations 
to increase the efficiency of the 
whole operation, according to John 
A. Barr, Ward president. 

Joseph C. Kracht, a former Ward 
v.p. and more recently with Fed- 
erated Department Stores Inc., has 
been appointed v.p. in charge of 
Ward retail operations, a position 
that has been vacant for the past 
three years. 
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2,000 Clothing, 
Textile Men Pledge 
Backing in Drive 
(Continued from Page 1) 
appointed to handle p.r. 

Institute members include all 
segments of the industry, from 
fiber makers and mills to clothing 
manufacturers and sales outlets. 
Mills and clothing manufacturers 
will be assessed 0.1% of their 1954 
gross sales, and retailers will con- 
tribute 0.05% of their 1954 sales 


of men’s and boys’ wear to finance 
the industry program. 


# The meeting last night climaxed 
a series of sessions held through- 
out the country in the past six 
weeks. 

Elmer Ward Sr., president of the 
Palm Beach Co., Cincinnati, and 
chairman of the dinner meeting, 
said that the program “is one of 
the most ambitious ever attempted 
by any industry.” Mr. Ward said 
that 14¢ of the average American 
family’s dollar income went for 
clothing in 1929, while today it 
has fallen below 8¢. 

F. B. Manchee, exec. v.p., BBDO, 
outlined a research program to be 
conducted and said that advertis- 
ing will be tested before it runs 
and after it runs. Through this 
advertising research activity, he 
said, members of the institute will 
receive information they will be 
able to use in their own advertis- 
ing programs. 


Orteig Joins ‘U. S. News’ 

Jules P. Orteig has joined the 
advertising sales staff of the New 
York office of U. S. News & World 
Report. Mr. Orteig formerly was 
with Playbill. 


Bowman Joins Weintraub 
Richard W. Bowman, former 
copy supervisor at Foote, Cone & 
Belding, has been named supervis- 
or of radio-tv copy for William H. 
Weintraub & Co., New York. 


TO AN 
AGENCY PRESIDENT 
WHO BILLS 
ONE TO TWO MILLION 
and wants to 
MAKE MORE MONEY! 


Somewhere in New York is an 
Agency which can use more capi- 
tal. I represent an old, well re- 
garded New York Agency which 
has completely modern offices, full 
recognition and a capital of better 
than $250,000. 

This agency is only interested in 
active participants. 


Communicate in confidence with 
WALTER LOWEN 
Advertising Placement Specialist 


420 Lexington Ave., MU 9-2630 


TODAYNESS is the just-accomplished 
feat of the OIL DAILY, distributed 
pre-breakfast, room-to-room on 
the exact days of issue to more: 
than 3,000 oil and gas men attendin 
the Fourth World Petroleum ~ 
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Clifford Shaw Raps 
Dailies for Poor 
Public Relations 


Sun VALLEY, Ipa., June 29— 
Clifford A. Shaw, promotion man- 
ager of the Providence Journal- 
Bulletin, today criticized the great 
majority of daily newspapers in 
the U. S. for their failure to in- 
form readers of the newspapers’ 
side of the story in the govern- 
ment’s anti-trust suit against 
newspaper, magazine and business 
paper publishers and advertising 
agencies. 

Mr. Shaw’s blast came at a con- 
vention of the International Cir- 
culation Managers Assn. here. He 
is a past president of the National 
Newspaper Promotion Assn. 


ws In rapping the newspapers, Mr. 
Shaw was referring to the cover- 
age given a speech by Richard W. 
Slocum, general manager of the 
Philadelphia Evening Bulletin, at 
the NNPA convention last May 
(AA, May 16). Following the talk, 
Mr. Shaw said, he looked through 
53 large dailies from all over the 
U. S. and found reference to the 
speech in only 14 of them. 

“If scarcely 25% of these lead- 
ing papers used the Slocum story, 
what percentage of the 1,700 dai- 
lies in the U. S. would you expect 
to carry it?” Mr. Shaw asked. He 
estimated the number at less than 
10%. 

Mr. Shaw continued: “Is that 
good public relations? Does that 
sound as though the newspapers 
are telling their own story ade- 
quately? Of course it isn’t ade- 
quate. And I’m afraid this Slocum 
speech got better treatment than 
most news about newspapers get 
from newspapers.” 


= Mr. Shaw praised and also crit- 
icized trade papers on the coverage 
of Mr. Slocum’s talk. He said that 
trade papers gave adequate cov- 
erage to the anti-trust portion of 
the speech but completely ignored 
Mr. Slocum’s suggestion to pool 
the best brains in the newspaper 
field. He charged that this portion 
of the talk was skipped complete- 


“The best place in which to start 
a campaign for better public rela- 
tions among newspapers is among 
the groups like ICMA, NNPA, 
ANPA, ASNE, NAEA and others,” 
Mr. Shaw said. “We get so in- 
volved in our own programs we 
forget we could help each other. 

“We get so isolated in our think- 
ing and our vocabulary that we 
sometimes sound as though we 
were talking about different jobs. 
Drop a managing editor down in 
a session of NAEA and he could 
hardly believe his own ears—or 
comprehend what his ears heard. 
And some one from NAEA could 
be as much at sea in a meeting of 
ASNE.” 


Waldie & Briggs Adds Two 
Accounts; Appoints Four 
Cummins-Chicago Corp. has ap- 
pointed Waldie & Briggs, Chicago, 
to handle all advertising, merchan- 
dising and public relations for the 
Cummins business machines divi- 
sion. Agency for the office equip- 
ment manufacturer for the past 
four years has been Aubrey, Fin- 


lay, Marley & Hodgson. Waldie &| ' : 


Briggs also has been named to 
handle advertising for Wabash 
Fibre Box Co., Terre Haute, Ind. 

Robert Lack, William Latshaw, 
Carl Reed and Harold Strofel have 
joined the agency’s creative staff. 
Mr. Lack formerly was an artist 
with Warren Wetherell & Asso- 
ciates; Mr. Latshaw was an artist 
with Celotex Corp; Mr. Reed was 
an advertising assistant with Mall 
Tool Co. and Mr. Strofel has been 
assistant ad manager of the wheel 
goods division of American Ma- 
chine & Foundry Co. 


Last Minute News Flashes 


Copper & Brass Assn. Invites Agency Bids 

New York, July 1—Copper & Brass Research Assn. has asked seven 
agencies to submit outlines on how they would handle the association’s 
advertising. A committee is expected to select a mew agency within 
the next two weeks to replace Maubert St. Georges Inc. 


‘Minneapolis Star & Tribune’ Buys KTVH 


MINNEAPOLIS, July 1—The Minneapolis Star & Tribune has paid 


owned by Wichita-Hutchinson Co., which paid $1,070,000 for the sta- 
tion. The sale is subject to FCC approval. 


Friend-Reiss Drops Stenorette Dictating Machines 


New York, July 1—Friend-Reiss Advertising has notified deJur- 
Amsco Corp., Long Island City, of its desire to discontinue handling 
advertising for the company’s Stenorette dictating machine. The 
agency, however, will continue to handle advertising for the manu- 
facturer’s photographic and imdustrial divisions. 


Blanchard Press Buys Into Rumford Press 


ConcorD, N. H., July 1—“A substantial interest” in Rumford Press 
has been acquired by Blanchard Press, New York. J. Richard Jackman 
has been reelected Rumford president, and Francis N. Ehrenberg, Blan- 
chard president, has been elected Rumford board chairman. Mr. Jack- 
man said, “No merger of the two companies is now contemplated.” 
Rumford and McCall Corp., Dayton, shared printing of the Reader’s 
Digest. Rumford lost this portion to McCall after the June issue, but 
picked up printing of Reader’s Digest condensed books and the Spanish 
edition. 


Dowd, Redfield Adds 3 Grove Products 


New York, July 1—Grove Laboratories, St. Louis, has appointed 
Dowd, Redfield & Johnstone, New York and Boston, to introduce and 
handle advertising for three new proprietary drug products. A few 
weeks ago Grove named one of its present agencies, Harry B. Cohen 
Advertising, to develop an unnamed product. 


Sheaffer to Split Shriner Starting July 9 


New York, July 1—Starting July 9, W. A. Sheaffer Pen Co., Fort 
Madison, Ia., will become alternate sponsor of the Herb Shriner show, 
“Two for the Money” over the CBS tv network. This gives the pen 
company three major network shows. Old Gold cigarets, formerly 
fulltime sponsor of “Two for the Money,” starts a local tv dance party, 
“Step This Way,” July 16 on WABC-TV. Russel M. Seeds Co., Chicago, 
handles Shaeffer and Lennen & Newell is the Old Gold agency. 


Indict Tobacco Distributors for Price-Fixing 


Cuicaco, July 1—A federal grand jury has indicted 12 tobacco dis- 
tributors and two individuals on charges of fixing cigaret prices and 
stifling competition in Chicago. The defendants—said to do 70% of the 
tobacco-distributing business here—were charged by the Department 
of Justice with setting up a trade practices group (called “Project 52”) 
with power to fine any member who took an account away from 
another by selling cigarets below agreed-upon prices. 


NIAA Moves Headquarters; Other Late News 


e National Industrial Advertisers Assn. is moving its national head- 
quarters to 271 Madison Ave., New York, on or about Aug. 1. 


e Richard N. Murray, formerly on the sales staff of McGraw-Hill 
International Corp., has joined Reader’s Digest Assn. as an advertising 
representative for the international editions in the Digest’s Chicago 
office. 


e Norman W. Smith, formerly on the sales staff of Field & Stream, 
has been appointed advertising director of Popular Gardening. Both 
magazines are published by Henry Holt & Co. 


e The California Prune Advisory Board has approved a $469,000 
budget for the 1955-56 fiscal year. Some of the major budget items are 
$345,000 for advertising and trade promotion, $40,000 for the dried 
fruit merchandising program and $15,000 for export development. The 
ad and sales promotion program, under direction of the board man- 
agement and Botsford, Constantine & Gardner, Portland, Ore., calls 
for strong local daily newspaper and spot radio advertising in the nine 
leading metropolitan markets. In addition, the industry will advertise 
in leading grocery trade and institutional market publications. 


died of a heart attack yesterday at 
his home in Great Neck, N. Y. 


R. RUSSELL PALMER 
New York, July 1—R. Russell 


$856,000 for an 80% interest in tv station KTVH, Hutchinson, Kan., 


Palmer, 66, salesman with Palmer 
Associates, lithographer, and form- 
erly associated with Batten, Bar- 
ton, Durstine & Osborn in Chicago, 


ROY DANISH, director of the station 
and cooperative programming de- 
partment of Mutual Broadcasting 
System, New York, has been 
named v.p. in charge of station 


programs for the network. 


Born in Fort Wayne, Ind., he was 
one of five brothers to graduate 
from Dartmouth College, where he 
was captain of the track team and 
intercollegiate high jumping 
champion. From 1910 to 1920 he 
was on the news staffs of the Chi- 
cago American and Chicago Daily 


= |News. From 1920 to 1935 he was 
= | with BBDO in various capacities in 


the agency’s Chicago office. For the 
| past 20 years he had been associ- 
jated with his brother, John M. 
Palmer in the lithographing busi- 
ness. 


WILLIAM T. JEFFERSON 


NEw York, July 1—William 
Thomas Jefferson, 91, former part- 


creator of a number of slogans and 
trademarks in the course of his 
long advertising career while as- 


since the early 1920s. While with 


ner in Wasey & Jefferson, Chicago, 


Advertising 
Council, whose v.p., Allan M. Wil- 
son, is shown at left, receives a 
commendation from Holiday Mag- 
zine, represented by its editor, 


TRAVEL AWARD—The 


Ted Patrick, “for distinguished 

campaigns to promote safety on 

our highways and to protect our 
forests from fire.” 


Truckers Plan Ads 
Attacking Moves to 
Aid the Railroads 


WASHINGTON, June 30—Ameri- 
can Trucking Assn. is planning an 
advertising campaign for use later 
this year to focus public attention 
on a recent presidential report 
which proposes to relax federal 
control over railroad freight rates. 

Truckers are hotly opposed to 
the proposal, which is admittedly 
intended to put railroads in a 
position to meet truck competition. 
The report was drafted by a cab- 
inet committee, under the chair- 
manship of Commerce Secretary 
Sinclair Weeks. 

The size, scope and timing of 
the ATA ads is still being deter- 
mined, but Walter W. Belsen, di- 
rector of public relations for the 
association, has discussed pro- 
posed copy themes at recent meet- 
ings of trucking groups. 

The campaign will be confined 
chiefly to newspapers and will be 
timed to coincide with Congres- 
sional hearings on the report, 
which may take place this fall. 
Allman Co., Detroit, is the agency 
for ATA. 


DOLPH H. ODELL 


Detroit, June 29—Dolph H. 
Odell, 67, retired manager of the 
advertising department of Gen- 
eral Motors Corp, sales section, 
died yesterday in Dayton, O. 

His career with GM began in 
1916 when he started as a sten- 
ographer with the Delco Light Co, 
in Dayton, which merged with 
GM, and in 1932 Mr. Odell came 
to Detroit as assistant director of 
the advertising section. 

In 1936 he was put in charge of 
advertising activity for the GM 
sales section. He retired from GM 
in 1952. 

He was president of the Adcraft 
Club in 1949 and for four years 
was a director of the Assn. of Na- 
tional Advertisers. 


the Lasker agency and later, Mr. 
Jefferson is credited with having 
created such slogans as “The ham 
what am” for Armour & Co., and 
the “Little Cook” trademark for 
Swift & Co. He also worked on 
such accounts as Quaker Oats, 
Goodyear, Oldsmobile and Sunkist. 
Later he founded his own agency, 
but left it in the 1920s to go to 
California, where he became in- 
terested in real estate investments. 


Stokely-Van Camp Boosts 2 


Stokely-Van Camp Inc, Indian- 
apolis, has promoted H. A. Heb- 
berd Jr., advertising and merchan- 


sion, to general sales assistant. 
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s| Anti-Trust Probe 


of ‘Eagle’ Demise 
Is Sought by Guild 


| ALBANY, June 28—Delegates to 
| the 22nd annual convention of the 
| American Newspaper Guild adopt- 
ed a resolution here today urging 
that the Department of Justice in- 
vestigate the March 6 suspension 
of publication of the Brooklyn 
Eagle. 

Charging that “the Brooklyn 
Eagle was bought by one or more 
New York newspapers to put it 
out of business,” Joseph F. Collis, 
of Wilkes-Barre, Pa., the union 
president, said that the pattern 
was one of “publishers conspiring 
to put a paper out of circulation 
so they can divide the field among 
the surviving papers.” Mr. Collis 
introduced the resolution. 


@ In announcing the suspension of 
the 1l4-year-old newspaper, 
Frank D. Schroth, Eagle publisher, 
said that a Guild strike forced it 
out of business. But a pamphlet 
distributed here by the union 
claimed that the publisher had 
planned the death of the publica- 
tion in advance of the strike. 

Events since the strike, said Mr. 
Collis, made it “obvious that some 
disposition of the Brooklyn Eagle 
was made months before the Guild 
strike date.” 


= To support this contention, the 
union head said that Sidney and 
Albert Klaas, publishers of the 
rival Brooklyn daily, “were in 
negotiations with the elder Schroth 
... through his sons, from early 
April until approximately June 8 
to purchase the Eagle and reopen 
it under an arrangement with the 
American Newspaper Guild.” 

Mr. Collis said that just at the 
time arrangements had been com- 
pleted, an announcement appeared 
in the New York Daily News that 
the senior Schroth had joined that 
paper. 

“When confronted by the Klaas 
brothers, Mr. Schroth is reported 
to have said that the Daily News 
announcement was a few days 
early,” the union president said. 

“I think this situation definitely 
justifies an investigation by the 
anti-trust division of the Justice 
Department,” Mr. Collis said in 
a speech to the delegates. He 
charged that the auction disposing 
of the newspaper’s assets was a 
“sham.” “Items the publisher 
didn’t want to sell were priced out 
of the market,” he said. 


GUILD ASKS PROBE OF 
‘STRIKE INSURANCE’ 


ALBANY, June 30—The American 
Newspaper Guild today asked 
New York state attorney general 
Jacob K. Javits to investigate 
“new, secret strike insurance as a 
possible conspiracy in violation 
of the insurance laws of the state 
of New York.” 

The resolution, offered at the 
national convention of the CIO 
group, is aimed at a plan attrib- 
uted to the American Newspaper 
Publishers Assn. whereby a struck 
paper might collect as much as 
$5,000 per day during the strike 
period. 


® On Aug. 31, 1953, ADVERTISING 
AGE reported the existence of such 
a plan in connection with a strike 
then under way at the Seattle 
Times. Quoting a Northwest area 
insurance trade paper, AA said 
that deposits made into a pool cre- 
ated by “a large number of daily 
newspapers in the U. S.” had cre- 
ated_a fund, at that time in excess 
of $3,000,000, “for which each sub- 
scriber is entitled to draw bene- 


sociated with the late Albert D. dising director, to assistant to the| fits according to his contribution, 
Lasker, died aboard ship en route v.p., in charge of marketing, and up to specific limitations.” ANPA 
to Europe yesterday. He had been H. R. Warren Jr., formerly sales/ officials were questioned at that 
a resident of Corona de Mar, Cal., manager of the Van Camp divi-| time, but refused to comment on 
the published report. 
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Tue ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 
ADVERTISING, MERCHANDISING 
SALES PROMOTION MAN 
10 years varied food & beer experience 
with agency, major brewery, mfr. and 
service org. Experienced in consumer con- 
tact, point of sale, testing, mailing, con- 
tests, films, contract sales, conducting 
Sales meetings. 40. Family. Presently em- 
ployed, low five figure bracket. Seeks 
agency or advertiser connection with op- 

portunity. 
Box 7642, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EDITOR-ENGINEER 

Graduate mechanical engineer with edi- 
torial background wanted for expanding 
staff of national business publications 
located 
collaborate on evaluation of technical ma- 
terial for editorial merit, solicitation of 
authors, processing of copy and illustra- 
tions, and coverage of significant engi- 
neering events. Salary open. 

Box 7647, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


SPACE REP. WANTED 


~ a. | 
Space rep. wanted for national woman's | 


magazine, Chicago office - Send resume 
and salary requirements. 

Box 7640, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


Public Relations Man to prepare and pre- 
sent news and feature stories for Informa- 
tion Service of nationally-known mid- 
western firm. Should be young enough to 
move quickly, mature and_ personable 
enough to wear well with colleagues and 
press people. Prefer 25-30 age bracket; 
college background with a couple of years 
writing in publicity, advertising, or news- 
paper, Give vital statistics first letter. 
Box 7646, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ALL IS GRIST 
cateas which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


in southwestern Michigan. Will | 


~~ YOUR CLASSIFIED 


ADVERTISEMENTS HERE 
WILL GET RESULTS 


CHICAGO SPACE SALESMAN 


\International editions of large consumer 


magazine seeking aggressive, intelligent 
salesman. Excellent opportunity. Salary 
plus bonus. Write experience, salary de- 
sired. 

Box 7639, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


FOR SALE! 

Top-flight, young account executive with 
heavy copy background. Worked for both 
big consumer and industrial clients. 10 
years experience. $15,000. 

Box 7641, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
LAYOUT MAN - SPACE ARRANGEMENT 
Varied experience as art dir. Know type. 
Some finished. Wishes free lance space, 
some guarantee with midtown New York 
agency. Phone ClIrcle 6-5565. 


ADVERTISING ASS’T. TO PRESIDENT 
Well established, growing national pro- 
prietary drug firm. New York area. Ex- 


|ceptional opportunity. Consumer adver- 


tising experience essential. Age up to 38. 
Write full details and salary requirements. 
Box 7643, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


ESTABLISHED power engineering publi- 
cation seeks an enterprising space sales- 
man for New York, other New England 
states, and Eastern Pennsylvania. Splendid 
opportunity to round our publications rep- 
resented. Give age, education and ex- 
perience. 
Box 7644, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ACCOUNT EXECUTIVE 
Medium-sized Chicago package goods 
agency wants experienced account man to 
take over existing business and develop 
new. Food experience essential. All replies 
confidential. Tell complete story. 

Box 7623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN WANTED 
For Phila. and N. Y. territory. Straight 
commission no draw. Experienced man for 
new industrial magazine BPA audited 
well promoted. Not interested in repre- 
sentation need man who can get orders. 
Write fully. 

Box 7649, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IIL 


ADVERTISING SPACE SALESMAN 


Opportunity for energetic space 
salesman with established publisher 
in TV-appliance business paper field. 
Must have had successful trade 
paper experience. Electrical back- 
ground advantageous but not essen- 
tial. Midwest territory. Headquarters, 
Chicago. Salary open, commensurate 
with demonstra ability and previ- 
ous earnings. For immediate inter- 
view, give complete resume in 

letter cluding earnings required. 


Box 429, Advertising Age, 
200 E. Illinois St. Chicago 11, Ill. 


NEWSPAPER PROMOTION 
OPPORTUNITY 


General Promotion department 
of one of nation’s top newspapers 
has excellent opportunity for a 
young man with some experi- 
ence, lots of potential. We don’t 
expect you to set the world on 
fire, but we’d want you to try. 
We'd like someone well- 
grounded in newspaper adver- 
tising procedure and copy. 
Should be able to write, visualize 
layouts, work closely with mem- 
bers of a good-sized promotion 
team and other departments. 
Linage and circulation are going 
up; we need a oe assist - 
ant to keep our bl pressure 
from doing the same. Salary 
open. Write full details. Box 425, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


AGRICULTURAL COPY—-CONTACT 


Excellent opportunity in 4A agency serving 
leading farm advertisers, for experienced agri- 
cultural advertising man. Must be strong on 
creative planning, writing and sales promo- 
tion. Outstanding set-up. Information about 
experience and qualifications would be appre- 
ciated and held in strict confidence. 
Box 430, ADVERTISING AGE 


200 E. Illinois St. Chicago 11, Til 


“Our 44th Year’’ 


SUMMER DOLDRUMS 


Despite the alleged slow season, 

agency clients need NOW hard-sell 

consumer copywriters over U.S.A. 
Salary range $5,200 to $22,000. 


GLADER CORPORATION 


“The %~ 4 Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ADVERTISING 
MANAGER 


Experienced in Keyed, Coupon 
and Direct Mail advertising, 
such intangibles as Insurance, 
Home Study Courses, etc. 


Age 35-45 
STARTING SALARY 
$12,000-$15,000 


Location—Outside Metropolitan New York 
Replies in strictest confidence 


Box 428, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


and financial investment. 


AN OFFER TO THE RIGHT ADVERTISING AGENCY 


I am the president of a small, successful Chicago advertising 
company ...I offer sixteen years of experience, new business 


I require a creative team to back up my efforts . . . an organi- 
zation deep in manpower and experience . . . an organization that 
wants new business and is set up to go after it... now. 


Kindly write Box 433, ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill. All replies will be kept in strict confidence. 


and state ry requirements. 


200 E. Illinois St. 


WEST COAST AGENCY 
SEEKS TOP COPYWRITER 


One of the West Coast’s fastest growing agencies (with cur- 
rent billing in excess of 2 million) is looking for copywriter 
with broad creative skill. Food copy experience desirable. Age 
not prime consideration. If you’re tired of sitting still and not 
getting a personal thrill out of your work, this job offers a real 
challenge, opportunity and unlimited future. Submit samples 


Box 424 ADVERTISING AGE 


Chicago, Ill. 


COPYWRITER or ASS’T. ADV. MGR. 
My 8% years. retail newspaper/radio can 
make money for you. Exp’d. copy, layout, 
planning, traffic mgr. 33, A.B. Now 
stymied, seek challenge in Chicagoland. 

Box 7645, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN 
Proven sales record 7 years exper. Top 
trade publ. College grad. Age 32. Married. 
Presently located NYC. Will relocate. Re- 
sume promptly on request. 
Box 7648, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


OUTSTANDING WOMAN 
Twelve years solid diversified experience; 
now copy chief, ass’t. a.e., smallish agen- 
ey (5 yrs). Need scope. Good art & Pro- 
duction knowledge. At home anywhere. 
8,000 min. 

Box 7651, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVE WANTED 


GARDEN PUBLICATION WANTS 
PUBLISHERS REPRESENTATIVE 
Exellient opportunity for representative 
already selling space for garden, seed, 
flower, farm, and other related publica- 
tions. Syndicated catalog published annu- 
ally with controlled circulation of 225,000 
sold to 100 retail seed stores. Continuous 
operation 19 years—many nationally dis- 
tributed products already taking space. 
Box 7650, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 


BUSINESS OPPORTUNITIES 


Milline.! Keep it on Broadway! 
Inch your way to sound 
Advertising success the grass roots way 
Good a whole week in Sanders ABC 3 


MISCELLANEOUS 


300 sq. ft. of office space, can sub-divide. 
Air conditioned, receptionist, answering 
service. Reasonable. Mich.-Wacker loc. 
Chicago - FR 2-5166. 


CANADA’S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 


FOR RENT .. . Near North Side, Chicago 


Dignified offices suitable for small 
orosigey wath Remodeled town 
house. 1, square feet, three of- 
fices. DElaware 7-3870. National Sport- 
ing Goods Association, 716 N. Rush St., 
Chicago, lil. 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 


220 S. State * Fi nancial 6-2100 * Chicago, III. 


COPY CHIEF 
HAS GROWING PAINS 


Copy and contact man now with 
major N. Y. agency anxious for 
change offering greater respon- 
sibility. 16 years space, sales 
promotion, radio experience. 
Strong in automotive, petroleum, 
liquor and food accounts—ALL 
national. Versatile, resourceful, 
hard-working. 


Box 432 ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


ACCT. EXEC. OR ADVT. MGR. 
NEW YORK OR SAN FRANCISCO 


No offense intended. I’ve seen most 
of the country (and a good part of 
the world) as an ad man, salesman 
and naval officer. New York or San 
Francisco are the only cities I'll 
consider because this move is my 
last move. 

Thirteen years in retail and na- 
tional advertising as copywriter, 
advertising manager and account 
executive om consumer and indus- 
trial products. Intimate acquaintance 
with major markets and media. Very 
strong on plans, promotion and 
building billing. Sales, too 

Leaving top account of lea 
agency only because of location an 
desire to do even better. 

Under 40 and under $20,000. Let's 
grow old, and rich, together. Reply 
to: Box 431, Advertising Age, 480 
Lexington Ave., New York if | > 4 


Advertising Age, July 4, 1955 


McGraw-Hill's Henry Lord Still Seeks 
Higher Standards for Business Papers 


(Continued from Page 3) 
do so at an identical rate. 

By then a 3l-year veteran in the 
field, Henry Lord had had ample 
opportunity both to witness the 
weaknesses in current business 
paper practice and to visualize the 
great future that lay ahead if the 
publishers would take steps to 
straighten out their own affairs. 


® His long and fruitful career be- 
gan almost accidentally, when he 


left Harvard to join a wool bro-| 


kers’ organization at $100 per year, 
in order to learn the textile busi- 
ness. When he had been there for 
about six months, one of the two 
partners who employed him de- 
cided to start a textile paper, 
Fibre & Fabric. A half-year later, 
not seeing eye to eye about the 
publication, the partners split, one 
remaining as a wool broker, the 
other becoming a fulltime pub- 
lisher. 

It was at this point that the 20- 
year-old Henry Lord was offered 
an opportunity to enter the trade 
paper field—but an opportunity 
with a catch. When the erstwhile 
broker unexpectedly extended an 
invitation to the young man to ac- 
cept a half interest in the new pub- 
lication, young Henry cautiously 
asked, “But doesn’t it take a lot of 
money to become a publisher?” 

“Not really,” was the reply. 
“Just enough to pay off the printer 
for the six issues we’ve already 
printed.” 


® But the young man sensed the 
opportunity, dug up the necessary 
capital and became a co-publisher. 
Three years later he sold out his 
interest for $5,000 and began his 
independent career as founder and 
publisher of Textile World. 

In 1928, after 40 years of suc- 
cessful operation, Mr. Lord sold 
his magazine to the McGraw-Hill 
Publishing Co. Today Textile 
World, with its monthly circulation 
of better than 25,000, is one of the 
pillars in the McGraw-Hill struc- 
ture of more than 30 influential 
business papers. 

When Mr. Lord reached his 90th 
birthday May 30, he insisted that 
the time had come for him to give 
a party for his colleagues in the 
organization. But, despite having 
reached this milestone, which 
makes him the oldest active exec- 
utive in the business paper field 
today, the McGraw-Hill v.p. in- 
sists on being at his desk every 
single working day. 

In recent years he has permitted 
himself the luxury of an annual 
six-week winter vacation in the 


ACE REPRESENTATIVES 
$7,500-$10,000 PLUS 


Top-calibre only for 3 different high-level 
trades. Exp. in foods, sporting goods or 
electronics and electrical flelds helpful. 
Splendid future for right men. For these 
and many other adv. openings—contact 
in confidence. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State Chicago 4 WaAbash 2-5020 


The Midwest's 
outstanding placement 
Sue oe service for Adv. - Art & 

x allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


Placement 
Counsejors 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Barbados. But at all other times 
he can be found in his office, en- 
gaged in the responsibilities that 
are the job of the chief financial 
officer of a vast publishing organi- 
zation. 


= When he does take time out to 
reminisce, he can recall with pride 
many of the activities through 
which he gave personal leadership 
to the development of the business 
press. 

His original Textile World was 
the first business paper ever to 
publish a sworn circulation state- 
ment. Facilities did not exist in 
those days for the type of indepen- 
dent audit which characterizes 
the field today. But each issue of 
the early Textile World carried on 
its front page, “in good bold type,” 
a circulation statement sworn to 
by the printer. 

Mr. Lord likewise recalls the 
meeting he was instrumental in 
holding in 1905, when representa- 
tives of what were then local trade 
press associations gathered at Ni- 
agara Falls to talk over a proposed 
increase in second-class postal 
rates. The delegates found they had 
so many other problems in com- 
mon that the scheduled one-day 
meeting was extended for the bet- 
ter part of a week, and a Federa- 
tion of Trade Press Assns. of the 
U. S. was formed. “A big title for 
such a small organization,” Mr. 
Lord says today. 


® But this group served a very 
real purpose. Out of it came the 
discussions, contacts and principles 
that led to the formation of ABP 
11 years later. 

Henry Lord recalls, too, the de- 
velopment of the technical school 
as an important factor in the tex- 
tile field. His own contribution to 
this trend resulted in his designa- 
tion as the first honorary alumnus 
of the Philadelphia Textile School, 
now known as the Philadelphia 
Textile Institute. 

He tells his nine greatgrand- 
children of the time that Gen. 
Grant, leading the parade com- 
memorating the 100th anniversary 
of the Battle of Lexington in 
downtown Boston, singled out 10- 
year old Henry Lord—or so it 
seemed—to wave to him from the 
general’s carriage. And he tells 
them of his great embarrassment 
when he attempted to speak into 
the receiver of the first telephone 
he ever saw. 


® But for all his 90 years, Mr. Lord 
still has his eye on the future. 

“There is no oversupply,” he 
points out, “of competent people 
in the editorial, advertising or 
business phases of publishing. The 
outlook for energetic, competent, 
imaginative young people is great- 
er today in the business paper field 
than it ever has been. 

“Good jobs exist,” he _ says, 
“with standards and conditions at 
a much higher level than was true 
years ago. There are many good 
careers ahead for the right people 
in business paper publishing.” 


James Flanagan, Oxford 
Ledger Co., Buy WOXF 

All stock in Oxford Broadcasting 
Corp., operator of WOXF, Oxford, 
N. C., has been purchased by James 
F. (Pat) Flanagan, manager of the 
station for the past four years, and 
Ledger Publishing Co., publisher of 
the Oxford Public Ledger. Majority 
of the capital stock formerly was 
held by Charles S. Allen, Durham, 
N.C., and V. E. Foutain, Tarboro, 
N.C. 

The transfer has been approved 
by the Federal Communications 
Commission. 
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You, Us, and 


Dic ep 1 ee, PRE i ER OS Ss yk Yat om 


(or, How Not To Get 
A Sun Tan in Florida) 


On June 1 and 2, the Florida Citrus Commission embarked on a 
series of hearings to determine which of five agencies would be 
awarded its $3,500,000 account. You may have read the first- 
hand report of the agency presentations and maneuvering, which 
culminated in the appointment of Benton & Bowles, in Advertis- 
ing Age June 6, or seen the photographs of the agency men mak- 
ing presentations, which appeared in the following issue. If you 
read the report or saw the pictures, you saw them only in AA— 
and that’s the occasion for this gentle toot on our own tin trum- 
pet. 


It was no secret that the account was to be solicited and the 
names of the agencies making the presentation were made pub- 
lic... yet among marketing papers, only Advertising Age sent 
a reporter to cover it. 


Public presentations by advertising agencies are so rare as to be 
almost unknown (even solicitations of government accounts, 
like the Army and National Guard accounts, are done privately 
and without press coverage). It was obviously an advertising 
story of the first magnitude, involving large amounts of money, 
and media selection was a key factor in the decision to be made 
by the commission. Yet only Advertising Age among marketing 
papers, went to the trouble to send a staff man, fully conversant 
with the background of the citrus campaigns, to Lakeland to 
cover the pitch. 


We didn’t know for sure what kind of coverage a reporter would 
be able to get. We didn’t know how much trouble we’d run into 
with a photographer. But we thought it was a good gamble, and 
we put staffer Jim O’Gara on the plane, and lined up (thanks 
to the Tampa Tribune ) photographer Dan Sanborn in Lakeland. 
We think the gamble paid off both for our readers and us. 


O’Gara got into Lakeland in the middle of the afternoon Tues- 
day, May 31, checked in at the New Florida, picked up our Lake- 
land correspondent and got filled in on the local background. 
The agency men were divided between the New Florida Hotel, 
and the Lakeland Terrace Hotel—the latter has a public room 
on the second floor which looks down on the entrance to the two- 
story Citrus Commission building overlooking Mirror Lake, and 
early agency pitchers were able to sit there and watch their com- 
petitors stream in and out after their solicitations were complete. 
Agency men who stayed in the Lakeland Terrace ate at the Lake- 
land Elks’ Club since the hotel dining room was closed for the 
summer. Others ate at a cafeteria three blocks down the street. 


At 10 a.m. Wednesday, the commission held a brief meeting and 
elected a new chairman. Then Dancer-Fitzgerald-“Sample made 
its presentation, winding up at noon. At 1:45 p.m. Cunningham 
& Walsh teed off, and Grant Advertising began at 3:15 and fin- 
ished after 5. O’Gara went to the hotel, wrote until 7, adjourned 
to the cafeteria for sustenance, wrote from 9 to 11:30, walked to 
the Western Union office (it closes at midnight) and started the 
first file on its way to Chicago. The first proofs of the 125 pictures 
Sanborn was to shoot over two days came in at 11. O’Gara put 


Happy to accommodate. That’s Atherton W. Hobler of Benton & Bowles. 
He’s just risen from a sea of alien faces from J. Walter Thompson Co. to 
allow as how his agency’ll be happy to take on the $3,500,000 Florida Citrus 
account, sans written contract. 


them aside, and came back around midnight to write captions 
for the first eight pictures which he airmailed that night. Then he 
wrote a sidebar story on the method of agency selection, wound 
it up around 2:30 a.m. Thursday morning and put it aside to be 
filed by wire later that morning. 


He was up at seven, walked the story over to Western Union, 
came back and had breakfast and went to the Citrus Commission. 
Benton & Bowles began at 10 a.m. and went to 12:15. Then lunch, 
and Thompson began its presentation at 2:30 and ran to 5:15. 
O’Gara sat and waited 80 minutes for the decision. Various 
agency men drifted in during the waiting period. All were tense 
—including O’Gara, who knew time for his story was running 
out on him. 


It could have been a matter of days (the Commission had a meet- 
ing scheduled for June 8) but in 45 minutes the industry advisory 
committees reported, there was a brief discussion on dividing 
the account, and then Chairman Robert Wooten asked Atherton 
W. Hobler of Benton & Bowles if the agency would take the ac- 
count without a contract. Mr. Hobler, beaming (see photo), 
arose and said Benton & Bowles would indeed operate without 
a contract. 


So, at 6:30 Thursday night, O’Gara was back in the New Florida, 
writing the story of the account shift. He wrote for an hour, had 
a break for dinner, and completed the story in time to file it at 
10:30. Dan Sanborn had finished 30 more pictures by late after- 
noon; O’Gara captioned and mailed 23 of them. The remaining 
pictures were due for delivery the following noon, just before 
O’Gara had to get back to Tampa to catch a plane. Sanborn . 
brought the pictures to him as he got into the car in front of the 
hotel. Still wet, they curled like pretzels by the time he reached 
Tampa, and O’Gara eventually had to use a household iron to 
straighten them out. He got 30 more pictures at his home on Sat- 
urday afternoon, and in all he captioned 61 pictures for layout 
use. AA used 20 of them in the layout—the photo in this ad is 
the 21st. 


When he walked into the office on Monday, O’Gara was greeted 
with cries of “where’s your sun tan?” He sat down grumpily at 
his desk and started banging out an “incidentals” piece consist- 
ing of the odds and ends of the Citrus solicitation. 


* 1 * * * 
What does all this prove? Merely that we’re willing to go where 


we think there’s an unusual or a significant story, and to exert 
extra energy to get it to you intact and in full. 


That’s why ADVERTISING AGE has become the Number One 
marketing paper, and why it’s important to important people. 


Advertising Age 


Important to Important People 


5 ‘ . a se + “ 
oy ook RES aaa APES EE ood LAO Meets eS 
i <- i. r é 3 
z We a seri 
aN cp Saat 
= erie a a 
% “Ty -. - 
; ‘ . ena 
; 4 a 
Pd : 
oe ¥ i iS 
= a : 
fay a 
By a 
ae oe 
Laake 9 a PE, i 
Epi hie Pee . ee Ae 
= ia .... ie , : ee 
eee - h Psp, _ - owe Ps s 
peapan , = - Pitae & 7 4% q : ete 
PF iy Pe .- a ce} #- 6 een» 
; 4 2 o- q a ij = 
a 7 _ %: i. _ Sa -— - . Pe 
ine j ————— ‘ aA at ee te eFraaaihe 
” v4 » ile al é 
et Ps iz oe - 5 7 
2 Mee = | ey i as : ‘a 
te = 5 <2 o Shes sae : oe 
“ara = 5 ples is ae ae Ae 4 - 

é ] -. ; ei : ae Puen Bes a Bc i 
Naas : Ee: Noi na Aas, r jes a E ‘ eat 
at ta ee 2 . plas a “ hati: a ae o . _—— 

‘iors o> — | Bie Eee. _ ee ees ee ph 
ees Sy _ — a. ee : sit ie. FE ben 
Be ay iia ee ull tS = pos 
et Fa : 7 a i. ms ei =o j ms Fo a / — oh ” ks a 
ie , 4 a : © * ham ee 
re, . : -—s*, — Ss > =o ae 
ee # " Pa —_ v y » = Bd + ¥ ae 
ae a F 3 nn ie a 
Fs > x 3 mtn 4 MO 3. ee ii +e Z 
‘ee Bs ie | ¥ . bis 
washes * ™ a si Fi ¥ ek : g i ia ee : 7 
Ses a ’ at he ¥ so gl . ee 
ie : ie vies en Jee a Bees 
Sn ey ‘ 3 , ik , j 3 . bes 
& or abs e eh, Gay ies nie 7 & " a 
me . d : . er — he 
ae Ne re ” ie Py sot “ Ebi Od $i aS ‘ ca) 
> oF . a go 4 Ee” : 
<a ot } ¢ hy. a a © { et 
bs cel yarn: i # 7 ue tee ; cS oan 
Be . a : er: 
ee 5 dapjitins iat a 
ae eo - : i 
(Saar te 
Fs =. 
ast te Bip 
aa <: 
ate a 
ae = 
‘ : 
Ete 4 : ae: 
‘¢ 
Ta x Bk 
i wea 
a 
re ae 
; xa 
a 
‘@ ees. 
: ae 
Big oo 
is ‘ 
, je 
os 
he 
4a 
x 
ae: 
aia 
eae! 
‘ - 
ig 
oa 
are ts 
as 
4 4 
ze 
ia 8 
Sires 
: Pe. 
(ain 
4 
oe 
i rot 
é a 
. , 
Mk ae 
ey 
ae 
, a 
Aa 
oe 
as Sa 
| ae, 
ee ‘ 
as. 
a 
: ; 
> :’ 
Sn 
~ * 
me 
a a 
te 
| my 
a 
Slate 
- 5 
* 
pone 
« ee ae 
D ake 
. ; . 4 
a eee. _ ae ; bo eg Be SHE ba rt a nigh A f u : bay a4 Bs . f y . Z te o Ss «i «5 - ey sey fp: 5 - 4 » 3 J 1% — : 
Rts ee LR ath Peg” See ze wien Ogee Cm PS Gee r a ee ak re  * oe rif “ “ tay haw bo . ae oe Nak aie eae. Sie ee ee ee Oa ee ot. Sp 6 ave fy Ae oa WM pen tae 4 Pte eh Vel deals ht Gea SR) ee Pee Pa fe ke ‘ 
1 MF dis DER be Sips Ray Ei ea ony i PRS” Sah Rie ges ey args e |e) to pach Gare pete Se aah vy repay ey SALT Bre ae ge neg the eee per Won aie uia tg i Narr BAR ee Bea ta ot egos PY 
on aa RE LY ee TEAL? er RE ee aed ae Oe poe me te % ae ha . cay ee pe Le 8 A SE eS ee ee OE ss . ~ Eh eR ies ee SS. tee eee ne a t 5 Fs pee ey es SI ay, ites Soy Bee oF et tea a: Ase % 
Toe silts 89 PROF ase SPE Seer ake Php Met es ar ne tad SON ai gs taka re ea bee PALS 7 22 Bw ge 2 ie a a ec he SHE? S ed tone satin Ore pow Ss eines & So a tial re on a ta Rages oT aes Foy ae. Sees 
i yt P +. Ghat Pa yy Pe ae Sogn Gate SN ae a Beene h Shee AP (Ce at. bis . a a ee See ee Lees et hes Mes bay OF oe Re rt a Pol ie : NETS ee ce oe hi" ee Le te: te 9s eee ey 
a et art a) cd FF Mapes : eae Ee he a oi a Pa aed al ts gee 2 EF et rea Me gs Ph Me ee ye eee eee i ae Ue gts) co Poses ae re ®t eae, cb tee, Bees a Sota. I Ser ape ge OO a ry. 
ee ae aR Pi bees ee OS wt SP FA Pads UO he ae win ed a ue bas the ke RS whe DS he, CN ice ae pdb h Saas Se 6 ip te oS NS af eae, A el <3 Mig AIGA SANGRE OT cpt Ficuerers ete rea ae ne Pee image: <P 
, ck 4 a De ee SV A ee ee ee ee. Lae : 3 cee And, Wm Te abu aoa NAEP Saas * PI LE TR LD AE OR LOL GRR SE 2 tT PST tit | on, 5 ei ae, cs eae Py ee Tay ‘, Je aS eee se Sie sd ry oe! Per es ‘ % : ae is ae 
SEE eT ee i Fe ete ie en Sern aah, eae reel See ee, ee ot PI A Ee ae I oe eae Pak Sa es Aa eee era: RT a ha we ot 2 eae OO ee OP ene | ee MRA a tT es tN eee YE". Sa” “ Cae Oe ee Pe See re 0 ae De Ee et ey) ee Bs i < 


or iS itt eae ie ae ; 


o az era MaRS TL hes Neary - Des San, aaa ow RTS OER ehh ae OT a gibi anally = a ¥ 
/ HW an et ee Nae j t r ; fr : : ae ~ 
. 4 : F p q ~ a. . ae 


In advertising, can you afford a near miss? 


YOUNG & RUBICAM, INC. 


Advertising - New York Chicago Detroit San Francisco 
Los Angeles Hollywood Montreal Toronto Mexico City London 
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